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CARBINE $335 MSRP (9MM 4X SCOPE) 


During times like these, we’re all looking to get the most 
value from every dollar we spend. Fortunately, value is 
standard equipment with every Hi-Point purchase. 

No matter what environment or condition you find 
yourself in, there’s no comparison to Hi-Point firearms for 
rugged and reliable service. Heck, just watch the YouTube 
videos! Hi-Points have been subjected to some very 
brutal field tests - and they still come out shooting and 


fully operational. 


Whether you’re a varmint hunter, phnker or target shooter 


no one else delivers so much solid, reliable performance. 


for so little. Plus you can feel good about the fact that every 


Hi-Pomt IS 100% American made and comes with a lifetime 


unconditional warranty. 


Maybe we are bragging, but we truly believe that hands 


down, Hi-Point is America’s Best Firearm Value 


HANDGUN $151 
l]/ISRP(.380ACP) 

SHOWN WITH OPTIONAL 
10RDMAG 


HANDGUN $199 MSRP 
(.40S&W/.45ACP) 

■ ^Available | 
through R 

M your local U 
gun dealer I 


CARBINE $335 MSRP 
(9MMREDDDT) 



fi www.Facebook.com/HiPointFirearms 
You liflita www.YouTube.com/MKSHPCHIA 
^ www.Twitter.com/MKSSUPPLY 
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We stop at nothing to build the world's finest tactical gear. BLACKHAWK! started in 1990 by a Navy SEAL whose pack failed in a minefield and nearly cost 
him his life. He vowed to build equipment the right way. We are honoring that vow with every piece of gear that bears our name. For you. For our way of life. 


Configures to any mission and features a fast intuitive ultra-secure 
Auto Lock™ that also reinforces proper weapon grip. 


Contact us at 800-379-17: 


BLACKWAWK.ccm 





■ I 





"Having three locations means keeping three sets of books and training a lot of staff. I can't be 
everywhere at once, but with the training from FFLGuard I know my stores are compliant and 
ready for an ATF audit. I can rest easy knowing if something comes up FFLGuord is there to 
help us fight our legal battle as well." Matt & Dana Janes, Second Amendment Sports 



1-888-335-4731 MyFFLGuard.com 


The GOLD STANDARD in Legal and Compliance Services for the Firearms Industry. 
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maglula p/n BL71B 
Please contact your distributor 


Heavy-duty 30-round loader 

for all metal & polymer 

5.56 / .223 AR15 / M16 mags. 

Users: 

• Competition shooters 

• Shooting ranges 

• Military & LE armories 

• Ammunition & firearm manufacturers 

Advantages: 

• Heavy-duty design allows loading hundreds of 

magazines daily I 

• Painless, quick, comfortable operation. 

• Allows examination of rounds prior to loading. 

• Single-stroke loading action. 

• Eliminates wear on feed lips; prolongs 

magazine life. 

• No maintenance or training required. 

• Durable top-quality reinforced polymer. 

• Portable, range bag packable; 

length 42cm (16.5”), weight 360gr (12.7 


BenchLoader™ 
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World’s #1 loaders ! 


maglula lm. 






iBt @hbi 


• Free Merchant Account Set-up • Virtual Terminal 
• Secure Gateway • www.FastCharge.com 
• Process Sales from your Website 
• Works on GUNBROKER.COM 

Electr^nicTianslei: Inc. 


ETI is a Registered ISO of Westamerica Bank, Santa Rosa, CA. American Express Approved Separately 
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LEHERSTO THE EDITOR 


Crimson Trace Stands Behind Its Products 

I’m really more of an old “Iron Sight” curmudgeon, but I’ve 
genuinely come to appreciate the value of the Crimson Trace La- 
sergrips. A laser sight, in my opinion, is not a substitute for iron 
sights. But, in low light conditions, or when the tactical situation 
requires the user to divide his attention, a laser sight is indispens- 
able. As a firearm trainer of police and military, I have experience 
with several laser systems. 

In 2009, my Georgia National Guard unit deployed to Afghan- 
istan. Crimson Trace made a very generous donation of about a 
half dozen Lasergrips and MVF-515 Modular Vertical Foregrips 
for use by our soldiers. These laser sights were installed on my 
M9 and M4 and used in combat for the yearlong deployment. 
They gave excellent service under harsh conditions and I didn’t 
need to replace the batteries a single time. 

When I returned home, one of my first priorities was to acquire 
a pair of Lasergrips for my J-Frame S&W — it’s been in my pock- 
et on the “on” position nearly every day for three years. About two 
weeks ago, my Lasergrip began to give “spotty” service; I sus- 
pected it was due to contamination from either sweat or gun oil. 

I contacted the company for repair and advised the service 
representative that I knew the Lasergrip was over a year out of 
warranty and expected to pay for the repairs. I then mailed the 
grips to Crimson Trace. About 10 days later, I was very surprised 
to find a package in my mailbox! I had been expecting a call from 
the repair department with an estimate. 


Instead, the Crimson Trace company replaced my Lasergrips 
at no charge! I’ve been very pleased with all of my interactions 
with Crimson Trace. This company makes laser sights of excel- 
lent design, that run longer than advertised on batteries, and they 
are, literally, battle-tested. But, more important and impressive to 
me, this is a patriotic company that stands behind its products. 

R. E. Thornton 
Amoldsville, Ga. 

Via American Handgunner 

Overcoming A Sales Slump 

The past few months, we’ve experienced a significant slump in 
sales. I’ve offered varying discounts, as well as manufacturer and 
distributor promos. Stocking ammo has been nearly impossible; 
however, maintaining contact with distributors hasn’t been an issue. 
Buddy R. Henry 
SOT Arms 
Bloomington, Ind. 

We’ve noticed slower-than-normal sales across all our prod- 
ucts, especially when compared to 2013’s record sales numbers. 
We have offered many different incentives to improve sales, such 
as promotions. 

Chance Shields 
CR Sports LLC 
Broken Arrow, Okla. ® 



WE DIDN’T JUST CREATE 

A NEW FIREARM 
WE REDEFINED 

PERSONAL DEFENSE 


THE ALL-NEW TAURUS CURVE 


The world’s first and only curved firearm engineered to 
fit the unique contours of your body, Taurus Curve is one 
ultra-comfortable, ultra-reliable personal defense handgun 


Suggested Retail: $392 


First-ever LED light and laser built into frame 
Smooth lines ensure no visible “printing” 
Snag-free design 

Bore-axis sighting system for instinctual shooting 

Built-in holster-free belt clip 

.380 ACP, 6+1 capacity 

Lightweight 10.2 ounce subcompact pistol 

Includes two magazines 


^ curve 

THE GUN YOU WEAR™ 


TheGunYouWearxom 


Taurus Unlimited Lifetime Repair Policy' 
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MORE NEW PRODUCTS EROM RUGER IN 2015: 


THE HUGER® LC9s® PRO 


Lightweight, compact and powerfui, the Ruger® LC9s® Pro is the perfect 
backup firearm for iaw enforcement, or iicensed carry for personai protection. 



FOR MORE INFORMATION, CALL YOUR RUGER DISTRIBUTOR TODAY. 


RUGER.COM/NEWPRODUCTS ©2015 Sturm, Ruger & Co., Inc. 010915 



NEWS 


A Weapon In Hand Is Best For The Job — pg. 28 


Traditional Ammunition Receives Protection 


In mid-December, President Obama signed the Consolidated 
and Further Continuing Appropriations Act for FY15 into law. 
The U.S. Senate voted 56 to 40 to approve it and the U.S. House 
approved the measure, also. 

Though not a perfect bill, NSSF supported it because of an 
important provision that further prevents the Environmental 
Protection Agency (EPA) from banning traditional ammunition 
made with lead compo- 
nents. 

The measure also gives 
ATP $22 million in addi- 
tional resources to provide 
the firearm industry more 
efficient customer service. 

Punding is also included 
to help improve the NICS 
background check system 
by helping states put more mental health and other disqualifying 
records into the system. 

In addition, the bill provides $3 million in grant funding for 
a firearm safety education and gunlock program like Project 
ChildSafe. 

Court Dismisses Lawsuit 

In a related matter, in latter December, the U.S. Court of 
Appeals for the District of Columbia upheld the dismissal of 
the latest lawsuit brought by anti-hunting groups petitioning 
the EPA to issue regulations banning traditional ammunition 


with lead components. EPAs refusal to consider the petition 
was challenged by the anti-hunting petitioners in federal court 
in 2013. 

NS SP joined the lawsuit on the side of the EPA to ensure that 
interests of industry and hunters were properly represented. The 
U.S. District Court for the District of Columbia ruled the EPA 
had properly dismissed the petition filed under the Toxic Sub- 
stances Control Act. The 
petitioners appealed this 
ruling to the U.S. Court of 
Appeals, which heard the 
case in late October. 

“This latest iteration of 
a frivolous lawsuit is es- 
sentially the same as those 
dismissed earlier and 
equally without merit,” 
said Lawrence G. Keane, NSSP senior VP and general counsel. 
“We are pleased the Court of Appeals considered the legal mer- 
its in the case and has now ruled that Congress has not given 
the EPA the authority to regulate ammunition, putting an end to 
efforts by anti-hunting zealots to end America’s hunting heri- 
tage.” 

In addition to NSSP, the National Rifle Association, Safari 
Club International and the Association of Battery Recyclers in- 
tervened in the case. 

Visit www.nssf.org 


‘‘This latest iteration of a frivolous lawsuit 
is essentially the same as those dismissed 
earlier and equally without merit. ” 

— Lawrence G. Keane, NSSF Senior VP, General Counsel 


Smith & Wesson Reports Second Quarter Financials 


Smith & Wesson Holding Corp. announced its financial results 
for the fiscal 2015 second quarter, ending Oct. 31, 2014. Sales for 
the quarter were $108.4 million, a decrease of 22.1 percent from 
$139.3 million for the second quarter in 2013. 

Sales of long guns, primarily modem sporting rifles, were most 
heavily impacted, declining 50.3 percent compared with the com- 
parable quarter in 2013, while handgun sales declined 15 percent. 

Gross profit margin for the second quarter was 32.1 percent 
compared with gross profit margin of 41.6 percent for the second 
quarter 2013. 

“Results for the second quarter met our expectations as we 
continued to navigate the consumer firearm market as it returns 
to a more normalized environment,” said James Debney, Smith & 
Wesson Holding Corp. president and CEO. “Our broad product 
offerings remain popular with consumers and our internal data 
indicates we remained the market leader in both the handgun and 
the modem sporting rifle categories.” 

Debney said this “strong consumer preference” reduced the 
company’s inventory in distribution channels by more than 18 
percent during the quarter. 



“We are extremely pleased with that reduction 
and, in fact, believe we have the lowest inven- 
tory in the channel of any major firearm manufac- 
turer. Unfortunately, we expect the excess channel 
inventory of other manufacturers’ products will con- 
tinue to reduce the open-to-buy for distributors and retailers for 
our next quarter,” Debney said. “Despite the persistent short-term 
headwinds, our long-term strategy remains focused on growth, 
both organic and inorganic, within our core firearm business.” 

After the close of the second quarter, Debney said the com- 
pany made two announcements that support Smith & Wesson’s 
strategy. 

“Pirst, we have partnered with General Dynamics Ordnance 
and Tactical Systems to pursue replacement of the U.S. Army’s 
standard sidearm with our M&P polymer pistol. Second, we 
signed an agreement to acquire Battenfeld Technologies Inc. 
(BTI), a leading provider of hunting and shooting accessories,” 
Debney said. 

Visit www.smith-wesson.com 
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Make sure they find 
you here: 
sibuyersguide.com ^ 
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i PREMIUM 


MOMENTS 


Trusted by law enforcement, and now available for you. Scan the QR code to learn why HSV 
is the ultimate choice for personal defense, or go to YouTube.com/federalpremiumammo. 


Contact us at 800-379-1732 


EVERY SHOT COUNTS' 




N 

NSSF Sends HAVA $10,000 Holiday Greeting 



In December, Honored American Veterans Afield (HAVA) an- 
nounced it received a $10,000 holiday donation from NSSF. 

Already a major HAVA sustaining sponsor, NSSF reallocated 
monies intended to fund a holiday greeting card and instead do- 
nated the money to support HAVAs efforts. This is the second con- 
secutive year NSSF has made the holiday donation, and the funds 
will finance HAVA hunts for veterans and Family Day events. 

“HAVA’s mission is top of mind, and NSSF is pleased to offer 
our continuing support to their efforts on behalf of our member- 
ship,” said Steve Sanetti, NSSF president. 

“NSSF was an early supporter of the HAVA idea that the shoot- 
ing sports industry should make a strong statement in support of 


those American Heroes who have suffered serious injuries in 
defense of freedom. Their financial support is pivotal for us, but 
more important is their help in educating our entire industry about 
the cause,” said Tom Taylor, HAVA chairman. 

NSSF also urges industry companies to support HAVA. 

“HAVA already is supported by dozens of NSSF’s members, 
and we encourage all of our companies to consider contributing to 
this most worthy of causes directly. HAVA was started by shooting 
industry people, and they run it today with a pro-gun, pro-veteran 
and pro-family focus that speaks to our core values,” Sanetti said. 

Visit www.nssf.org, www.honoredveterans.org 


Outtech Honors 2014 Top Salesmen 


Outtech Inc. announced its Salesman of the Year awards for 
2014 at its national sales meetings in Aurora, Ohio, late last year. 
The honorees received a commemorative plaque and a red stag 
hunting trip to New Zealand. 

Joe Harkner was recognized as Salesman of the Year for the Out- 
tech Outdoor Division. He works with outdoor and farm/home ac- 
counts in Wisconsin. 

Eric Matland, who handles accounts in New York and New Eng- 
land, was named Salesman of the Year for Outtech’s Hunting Division. 

“Singling out just two guys gets tougher every year as our team 


continues to grow in strength. Both Joe and Eric worked tirelessly 
this year on behalf of their retailers and Outtech’s manufacturing 
partners,” said Brian Malone, Outtech director of sales. 

Additionally Outtech presented the Game Ball award to Chip 
Wilson and Cody Barton in recognition of their efforts and team- 
work displayed throughout the year. 

Established in 1989, Outtech maintains a portfolio of brand lead- 
ers across the outdoor and hunting/shooting categories they represent. 

Visit www.outtech-online.com 



Compact, Comfortable, Accurate 


The Tavor® SAR was developed in close cooperation 
with the Israel Defense Forces. Now available in the USA for the first time, 
the TAVOR SAR features an optimized ergonomic design with short rifle 
convenience and long rifle accuracy. 


Winner of the 2014 
American Rifleman Rifle of the Year 






YourPricel 

«475fS 


YourPricel 

»230!» 


Double Action 
Picatinny Accessory Rail 
Reversible Magazine Release 
Ambidextrous Safety 

U22 Neos 

ltem:JU2S45B Capacity: 10+1 

Caliber: 22LR BBL:4.5" 

Sights: Adjustable 

• Single Action 

• Accessory Rail Accepts Weaver-style Rings 

• Ambidextrous Safety 

• Tool-Free Disassembly Wheel 


Don’t miss out! These prices are valid until 2/28/2015 and supplies are limited to quantities on hand. 


(GuaranteeD/ 


800-367-4867 


\/\/eve 




ww ww ww w ■ ■ 


#BERETT 


Your Price! 

»550L’ 


Item: JS92M9A1M 
Caliber: 9MM 
Sights: 3-Dot 

• Double Action 

• Ambidextrous Safety 

• Checkered Front & Backstrap 

• Reversible Magazine Release 

• Picatinny Accessory Rail 


iNSlDCKNOM 


M9A1 


Capacity: 15+1 
BBL:4.9" 


Capacity: 10+1 
BBL:3" 


PX4 Storm Sub-Compact 


Item: JXS4F20 
Caliber: 40SW 


Sights: 3-Dot 


©2015 DAVIDSON'S, INC. ALL RIGHTS RESERVED. 
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LaserMax Announces MAP Policy 

LaserMax announced in December a new minimum advertised 
price (MAP) policy that became effective January 1, 2015. 

‘Aimed at enhancing brand value to our dealer network, the 
new MAP policy protects the LaserMax brand as a premium ac- 
cessory provider and preserves the company’s reputation for of- 
fering quality products,” said Rick Storace, LaserMax distribution 
sales manager. “In addition to protecting our competitiveness, 
safeguarding the image of our products is a key priority for 2015. 
Adopting MAP gives our dealer network every opportunity to en- 


A Revolutionary 
Gun Cleaning System 


joy the benefits of selling a premium brand like LaserMax, and 
makes a powerful statement that our dealers matter to us.” 

The new MAP policy applies to all distributors and retailers, 
including online retailers that resell LaserMax products to consum- 
ers. The company reports that the new MAP policy will be uni- 
formly enforced. Dealers will have to ensure all advertised pricing 
is within the new MAP structure. Dealers that have not received the 
LaserMax MAP and MSRP price schedule for 2015 should either 
call their distributor or LaserMax sales directly to receive a copy. 

For details about the 2015 LaserMax 
MAP Policy contact Rick Storace at (585) 
272-5420, ext. 333 or by email: rstor- 
ace@lasermax.com. 


Call for Your 
Free Sample 

845-706-5600 





5 COMMON CALIBER SIZES 

Precision engineered heads. Available in most common 
caliber sizes including .22, .38, .40, .45, and .50 caliber. 

NO SPLATTER, NO MESS 

Cotton head absorbs solvents without dripping and releases 
solvents only when pressure is applied. 

SUPERIOR PERFORMANCE 

For cleaning pistol and rifle barrels, slides, breeches, magazine 
housings and bluing and other finishes. 

8" FLEXIBLE BAMBOO HANDLE 

Disposable and biodegradable. 

Part No. Description Quantity 

(#22300) .22/.223/5.56 Caliber 300 

(#38200) 9mm/.38/.357/.380 Caliber 200 

(#40100) .40/1 0mm Caliber 100 ' 

(#45075) .447.45 Caliber 75 

(#50075) .50 Caliber 75 

(#1 1 800) Breech Cleaner 800 _ t ^ ^ 

(#80250) Gun Detailing Assortment 250 

(#6001 0) Rifle & Shotgun Adapters... 6-Piece Set JOIN THE REVOLUTION 


www.ramrodz.com • 855-GUNSWAB (486-7922) 
16 Yerry Hill Road, Woodstock, New York 12498 


Visit www.lasermax.com 


CanCooker Breaks 
Ground On Building 

CanCooker announces it has bro- 
ken ground on a new building in Fre- 
mont, Neb., which will nearly double 
the size of its existing facility. The new 
10,000-square-foot building is being built 
adjacent to the current facility, which will 
be used as a warehouse and shipping fa- 
cility, and for additional office space. 

CanCooker began operations in 2009 
with two employees, the company owner 
Seth McGinn and his wife, Sonja. They 
had one product, the Original CanCooker, 
which was sold out of their garage. Five 
years later, the company now has 27,000 
square feet of working space, with a con- 
tinually expanding employee base. The 
company has a current lineup of nearly 
20 products. 

“This expansion has been long over- 
due,” said Seth McGinn. “The city coun- 
cil and mayor of Fremont have been 
extremely supportive of CanCooker and 
our growth. They understand the impor- 
tance of the company staying in Fremont 
and the amount of ancillary business that 
comes from our company. We are pleased 
to be able to expand in such a great com- 
munity and offer more jobs and more 
business to the local economy.” 




Cm*fTayat^a*k^ 

Visit www.cancooker.com 
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© 2015 Boyds Gunstocks, Inc. 


f Nobody shoots 
a naked gun. 

A gunstock makes up 50% 
of the gun - it’s critical to a 
gun’s performance. 


/ Boyds durable hardwood gunstocks 
jj^ are ergonomically designed to 

fit a shooter’s body properly. 
They provide greater control, 
reduced recoil and a natural line 
of sight for greater accuracy. 

To see all the available stocks and custom 
options and learn more about the Boyds dealer 
program, visit boydsgunstocks.coni/si2r 




m/pp 100,000 

¥ BhI I GUNSTOCKS 


UNDER $100 GET THE TRUTH. 








CROW 

SHOOTINt-SnPFLY 


The First Choice 
for Wholesale 
Ammunition, 
Firearms & 
Reloading Supplies 

Supplying Retailers, 
Gun Clubs & Ranges 
Great Prices, 

The Best Seiection 
On Time, Every Time 
Deiivery 


800 - 264-2493 

crowshootingsupply.com 
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Winchester Honors Top Sales Reps, Agency 


Winchester Ammunition announces its 
2014 top sales representatives and agency 
of the year awards. Those honored were: 

Agency of the Year: 

Simpson Sales 

WAAC Dealer of the Year: 

B.J. Martin, More & Molloy 

Retail Rep of the Year: 

John Ager, Odle & Associates 

Wholesale Rep of the Year: 

Barry Lee, Simpson Sales 

“It’s an honor to present Simpson Sales, 
and all of our winners, with these awards,” 


said Brett Flaugher, Winchester Ammuni- 
tion VP of marketing, sales and strategy. 
“This is a tribute to their excellent support 
of our new products and execution of cus- 
tomer focused business plans. We would 
not be able to be successful without the as- 
sistance of our sales representatives.” 

Winchester Ammunition presents the 
awards annually to an agency and repre- 
sentatives who show an outstanding body 
of work in helping store managers, deal- 
ers, wholesalers and customers be effec- 
tive in representing The American Legend 
and its innovative products. 

Visit www.winchester.com 



Winchester Ammunition honored its 2014 top saies reps and agency during its nationai saies 
meeting in Coiiinsviiie, Hi. 


Celerant Technology Earns High Marks 


RIS News Magazine has announced its 
14th annual Leaderboard of best technol- 
ogy vendors in retail, and Celerant Tech- 
nology placed second overall among 99 
software vendors. The number two rank- 
ing is the highest Celerant has placed in its 
1 1 years of appearing on the Leaderboard. 

“Celerant has always performed im- 
pressively in the RIS Software Leader- 
board and it continues its winning streak 
in the 2014 report,” said Joe Skorupa, RIS 
News editorial director. “Celerant clearly 
has a strong focus on meeting or exceed- 
ing expectations with its software and de- 
livering high levels of customer satisfac- 
tion to its retail clients.” 

The Leaderboard ranking is determined 
by adding together scores for customer 
satisfaction as noted by retailers, and a 
verified list of features tied to retail func- 
tionality. Celerant was also recognized as 
the number one Recommended Software 


Vendor by mid-size retailers, as well as the 
number-one leader in both the apparel and 
specialty markets. 

“This year’s Leaderboard results for 
Celerant are a culmination of years work- 
ing to help our retailers grow through in- 
novation. It’s an honor to be listed with 
— or even above — some of the biggest 
names in the software business,” said Ian 
Goldman, Celerant Technology CEO. 
“We top the charts in tech innovation by 
mid-sized retailers every year. Our fea- 
tures such as integrated e-commerce. Best 
Store Fulfillment, m-commerce and inte- 
grated vendor feeds really help increase 
our clients’ overall performance, which in 
turn drives up their ROI.” 

CELERvfNT 

TECHNOLOGY ^ CORP 

Visit www.celerant.com 
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Beretta Shotgun Selected By Alabama DPS 


Beretta USA Corp. announces the Alabama Department of 
Public Safety (DPS) has chosen the Beretta Model 1301 Tactical 
as the agency’s primary semiautomatic shotgun. DPS has placed 
an order for 657 units of the shotgun. 

“DPS has honored us with its trust,” said Stefano Itri, Beretta 
USA director of law enforcement and international sales. “The 
Model 1301 is one of the latest embodiments of our dedication 
to our tactical customers. We designed it only after carefully lis- 
tening to the recommendations of military and law enforcement 
professionals who are, in the end, the men and women who rely 


on our products when they put their lives on the line in service 
to all of us.” 



Visit WWW. berettadefensetechnologies. com 



THE LASER 
CONFIRMS MY 
OVERPROTECTIVE NATURE. 


Crimson 

www.crimsontrace.conn 

A laser sight is the most common-sense path to 
protection in a time of crisis-no matter 
how dire. This is Condition Crimson. 

AND IN CONDITION CRIMSON™ WE STAND. 

Being prepared means making Laser Sights standard equipment on your 
personal protection firearm. Contact Crimson Trace at 1-800-442-2406 
or crimsontrace.com for your FREE catalog and training DVD. 
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ATK Selects Utah For Vista Outdoor HQ 





THEBULLETBUNKER.COM 


Bullet Bunker’s best selling Freedom 
Model now enhanced with new Elite 
Series features. It’s the most reliable 
and environmentally safe way to trap 
rimfire to dangerous game rounds. 


ATK and the Utah Governor’s Office of Economic Development 
(GOED), announced in November that ATK will locate the corpo- 
rate headquarters for proposed spin-off company Vista Outdoor Inc. 
in Utah. 

In April 2014, ATK’s board of directors unanimously approved 
a plan to create two independent, public companies. ATK owns 30 
outdoor brands, including Eederal Premium, Bushnell, Primos, 
BLACKHAWK! and Savage Arms. 

“The Outdoor Industry Association’s latest economic report indi- 


cated that for every dollar consumers spend on outdoor gear and rec- 
reational vehicles, they will spend four times that using the product,” 
said Val Hale, GOED executive director. 

Vista Outdoor plans to create approximately 90 new jobs in Utah 
over the next seven years. 

“Utah’s talented and well-educated workforce, high quality of 
life, appeal to outdoor enthusiasts and increasing position as a hub 
for outdoor recreation companies support our decision to establish 
and consolidate the headquarters for this new and exciting com- 
pany,” said Mark DeYoung, ATK president 
and CEO. DeYoung, a Utah native, has been 
named chairman and CEO for Vista Outdoor. 

As part of a contract with Vista Outdoor, 
the GOED board approved up to a maximum 
tax credit of $1,344,760 in the form of a post- 
performance Economic Development Tax 
Increment Einance (EDTIE) incentive, which 
is 20 percent of the new state taxes Vista Out- 
door will pay over the seven-year fife of the 
agreement. 

Overall, Vista Outdoor will have manu- 
facturing operations and facihties in approxi- 
mately 10 states, along with international 
sales and sourcing locations. The company 
will employ approximately 5,800 workers 
worldwide. 






INTIIOIIUCINe TIE ELITE ntlEDOM. 
HIITEIOFBILinTIIP • 


Visitwww.atk.com, www.utah.gov 


Bushnell Supports 
Operation Breakthrough 

Bushnell announced in December it 
once again supported Operation Break- 
through as its annual holiday organization. 

Operation Breakthrough is a nationally 
accredited, not-for-profit corporation start- 
ed in 1971 by Sister Corita Bussanmas and 
Sister Berta Sailer. They were respond- 
ing to requests from parents in the central 
Kansas City area for quality childcare for 
children of the working poor. The program 
began with 50 infants, toddlers and pre- 
schoolers. Its facility now has a licensed 
capacity for over 500 children. 

Since 2009, Bushnell and hunters from 
Missouri, Kansas and Oklahoma have con- 
tributed over 5,000 pounds of deer meat to 
the Operation Breakthrough food pantry. 
During 2014, Bushnell planned to collect 
over 2,000 pounds meat and poultry for the 
center. At today’s meat prices, that is a six- 
year total of $30,000 worth of free-range 
protein. 

Visit www.bushnell.com, 

WWW. operationbreakthrough. org 
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THE FNS" COMPACT 


SNAG-FREE CONTROLS ANO FRONT SIGHT 
ALLOW FOR EASY CONCEALMENT ANO 
QUICK ORAW 


FEEL THE OIFFERENCE OF THE FNS^^ COMPACT. 
GET ONE AT YOUR LOCAL OEALER TOOAY. 


COLO HAMMER-FORGEO, STAINLESS STEEL 
BARREL ENSURES EXCEPTIONAL LIFE, 
ACCURACY ANO OURABILITY 


FNHUSA.COM/FNS-SERIES 
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Federal, Pheasants Forever 
Reach Milestone 

Federal Premium Ammunition announc- 
es it has now produced more than 40 mil- 
lion shotgun shells in support of Pheasants 
Forever. 

“Pheasants Forever was the first orga- 
nization we did logoed ammunition with,” 
said Ryan Bronson, Federal Premium public policy and con- 
servation manager. “Choosing to purchase a box of Federal 
Premium’s shotgun shells labeled with the Pheasants Forever 
logo is one more way that hunters can contribute to upland 
conservation efforts and ensure future generations can enjoy 
our hunting heritage.” 

The special shells are all sold in boxes marked with the 
Pheasants Forever logo, as part of a royalty program. 

“Thanks to the Pittman-Robertson tax — an 1 1 percent ex- 
cise tax on ammunition and firearms that helps fund wildlife 
conservation in the United States — it’s safe to say that all am- 
munition companies understand the link between hunting and 
conservation,” said Brad Heidel, Pheasants Forever director of 
corporate sales. “What makes Federal Premium Ammunition 
stand out is it gives back even more to wildlife conservation 
through its on-box royalty program with Pheasants Forever.” 

Visit www.federalpremium.com, www.pheasantsforever.org 



NOW REPRESENTING 


DISTRIBUTION 


Essex International Trading is 

now the international distributor for 

O.F. Mossberg & Sons. 

www.essexintl.com 
WWW. mossberg . com 

Total Source Distribution has been 
selected as the exclusive distributor 
for Battle Rifle Company’s BR4 

Attache and BR4 Trooper. 
www.tsdllc.com 
www.battleriflecompany.com 

United Sporting Companies is 

now the exclusive distributor of 

Meopta Optics. 

www.ellettbrothers.com 

www.meopta.com 


MARKETING/PUBLIC RELATIONS 


Howard Communications Inc. 

is now representing Signature 
Products Group (SPG). 

www.spgcompany.com 

www.howardcommunications.com 

The Bullet Bunker has chosen 
Full-Throttle Communications 

as its public relations and 
marketing partner. 
www.thebulletbunker.com 
www.full-throttlecom.com 


LUCID Optics has hired Blue 
August as its public relations firm. 
www.mylucidgear.com 
www.blueaugust.com 

FAB Defense has named 
Epicosity as its marketing agency. 
www.epicosity.com 
www.fab-defense.com 

U.S. Optics Inc. has selected 
Contingency X as its agency 
of record. 

www.usoptics.com 

www.contigencyx.com 

Loomis has chosen Swanson 
Russell as its agency of record. 
www.swansonrussell.com 
www.gloomis.com 


SALES 


AirForce Airguns has selected 
Outtech Inc. to enhance its 
domestic sales and marketing. 
www.airforceairguns.com 
www.outtech-online.com 

H&G Marketing is now repre- 
senting Eagle Imports in Texas, 
Arkansas, Louisiana 
and Oklahoma. 
www.eagleimportsinc.com 
www.hgmarketing.com 



The all new Howa Mini Action has a six Inch bolt 
that Is 12% shorter than a standard short action bolt. 
The Howa Mini Action Is faster and lighter than a 
standard short action. Overall weight Is 5.7 to 6.7 LBS. 
depending on the barrel. Available In .204 and .223 
calibers - with others coming soon. 



i^t,GACy 

^SPORTS-Z • 


INTERNATIONAL 


THE MOST TRUSTED NAME IN THE SHOOTING INDUSTRY. 


f a ; LEGACYSPORTS.COM 
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COMPETITION 



T he ammunition used for Three Gun Competition needs to be reliable and accurate. Three Gun Shooters want their ammo 
to be economical as well because they will be shooting lots of it for practice and at matches. Fiocchi delivers the reliability, 
accuracy, and bang for the buck Three Gunners need with a wide range of our handgun, shotgun, and rifle loads. Shooting 
Dynamics and Exacta ammunition by Fiocchi allows the Three Gunner to select just the right load for whatever the course 
designer throws at you - paper, steel, or clays from near to far. 



For the Fiocchi dealer near you. Call 417.449.1043 
www.fiocchiusa.com 





NEWSMAKERS 


The Safariland Group 
Appoints VPs 






C. Appleby 


Chad Appleby 
has been hired as 
VP, tax for The 
Safariland Group. 

Appleby is respon- 
sible for leading the 
global tax strategy 
and tax operations 
of the company. He 
is a certified public 
accountant with over 15 years of experi- 
ence working on a wide range of domestic 
and international tax matters. 

Appleby spent the last nine years lead- 
ing the tax department as the senior direc- 
tor, income tax at PSS World Medical, 
Inc. Appleby received his BBA from the 
University of Wisconsin and his Masters 
in Taxation from the University of Denver 
Graduate Tax Program. 

Don Dutton has been appointed VP 
and general manager of the company’s 
Mustang Survival business. Dutton has 
more than 25 years of experience in the 
aerospace, defense and commercial indus- 
trial markets and previously held the po- 
sition of VP and general manager of the 
Protection Systems business unit of BAE 
Systems, Inc. 

Dutton is a graduate of Arizona State 
University and holds an MBA and a Bach- 
elor of Science degree in Mechanical En- 
gineering. He started his career as a Flight 
Control Engineer for Boeing Commercial 
Airplanes, and also worked as a Program 
Manager for the Launch Vehicle business 
unit of Orbital Sciences Corporation. 


United Sporting Companies (USC) 
Names VP, New Business Deveiopment 

Paul Carey is now VP of new business 
development. Carey has 20 years of sales 
leadership experience managing profes- 
sional and military sales teams. Most 
recently, he served as director of sales at 
Reynolds Consumer Products. 

“I am very proud to have Paul as a 
member of our team. His knowledge and 
work ethic will help us take USC to anoth- 
er level,” said Chuck Walker, USC chief 
sales and marketing officer. 


Davidson’s 

Appoints Executive VP 

Larry Massimo has been appointed 
executive VP at Davidson’s. He will con- 
tinue to be directly responsible for all pur- 
chasing and sales functions for the compa- 
ny, while assisting the company president 


with the oversight of all other areas of the 
company. Massimo has over 35 years of 
experience in the firearms industry and 
joined the Davidson’s team in 1991. 

Massimo has served on the NASGW 
board of directors since 2010 and is a 
member of the board for the TALO whole- 
sale buying cooperative. 

Karen Watson is now the inventory 
control supervisor at Davidson’s. Watson 
will oversee the inventory department, su- 
pervise the inventory control staff and act 
as liaison between the purchasing depart- 
ment and warehouse functions. 

Benchmade Knife Co. 

Names Manager 

Greg Hall is now 
product line man- 
ager at Benchmade 
Knife Co. Hall will 
assist in planning, 
execution and man- 
agement of product 
in the HK Knives 
and Benchmade 
portfolio. Hall has 
12 years of product management and mar- 
keting experience and previously worked 
at WARN Industries and FLIR Systems. 

Weatherby 

Hires Digitai Properties Manager 

Kemp Newnam 
has joined Weath- 
erby Inc. as digital 
properties manager. 

Newnam will over- 
see strategy, content 
and maintenance for 
Weatherby ’s social 
media platforms in- 
cluding Facebook, 

Twitter and Instagram. He will also be re- 
sponsible for the Weatherby website and 
online community forum, Weatherby Na- 
tion. In addition, Newnam will help lead 
the launch and operation of Weatherby 
TV, an online initiative scheduled to debut 
early next year. 

Newnam previously worked as social 
media and web support manager for Rem- 
ington and has a bachelor’s degree from 
East Tennessee State University. 

Leupoid & Stevens 
Hires Tacticai Saies Team 

Wilson Timothy has been promoted to 
Leupoid’ s director of tactical and interna- 
tional sales. Timothy will serve as a pri- 
mary contact between military end users 


and Leupoid’ s design engineers to create 
and improve tactical products. 

John Snodgrass has been promoted to 
product line manager. Snodgrass has years 
of experience as a military and civilian 
competitive shooter. 

Steven DiGregio has been promoted 
to account manager for tactical and inter- 
national sales. He has years of customer 
service experience and served as a U.S. 
Marine. 

Remington Outdoor Co. 

Announces Senior VP 

Ginger Chandler is now senior VP, 
new product development and innovation 
at Remington. 

“We are very excited to have Ginger 
lead new product development and inno- 
vation,” said George Kollitides, Reming- 
ton CEO. “Ginger is a firearms industry 
veteran and her knowledge and leader- 
ship skills are well suited for her new 
role.” 

Chandler previously held positions at 
Nike, Smith & Wesson, Yomo Consult- 
ing, Breed Technologies and Autoliv and 
has a bachelor’s degree from Lamar Uni- 
versity. 

MidwayUSA 
Announces Managers 

Neal Lines is now marketing team 
application development manager at 
MidwayUSA. Lines has been with the 
company for over five years, and has a 
bachelor’s degree from Columbia College. 

Shawn Henninger has been promoted 
to merchandising team application devel- 
opment manager. Henninger has a bach- 
elor’s degree from Quincy University and 
has worked for the company for six years. 



N. Lines S. Henninger 


Crimson Trace 

Announces Regionai Saies Manager 

Dustin Gimmy is now regional sales 
manager for Crimson Trace in the states of 
Missouri, Illinois, Nebraska and Kansas. 
Gimmy previously worked as a buyer and 
representative. He has a bachelor’s degree 
from Lindenwood University. ® 



G. Hall 



r. Newnam 
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AVAILABLE IN THESE POPULAR CALIBERS 


PIGMAN APPROVED 1^ 
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Massad Ayoob 


PERSONAL DEFENSE MARKET 



How To Sell 1911s To New Customers 


The 1911 pistol is an enduring classic, more popular today than 
ever. They virtually sell themselves. In retail, a product de- 
sirable enough to sell itself to a lot of people can be sold to 
even more people if they know why all those other folks 
are buying it. 

I recently had a conversation about 1911 sales with an old 
friend who’s been deeply involved in the firearms industry for a 
long time. He said (with tongue firmly in cheek, I suspect), “It 
seems the sale is made this way: ‘Here’s a 1911, your life isn’t 
complete unless you have at least one. How many extra magazines 
do you want to go with it?”’ Now, we know a lot of 191 1 sales are 
made exactly this way for “pre-sold” customers. But let’s look at 
the customer who didn’t realize why everyone else has a 191 1 and 
why one might just be the right pistol for him or her. 

New handgun owners are a big market today, and they’ve been 
heavily exposed to anti-gun activists and politicians who have as- 
sured them if they carry a gun for defense, their attacker will just 
get it away from them and use it on them. While most modem 
handguns are the “point-and-pull trigger” variety, the 1911 is gen- 
erally recognized as a pistol best carried “cocked and locked.” 

The “locked” part is the operative term here: Carried on-safe, 
the 191 1 must be “turned on” by pressing down that inconspicuous 
little lever before someone unfamiliar with it can shoot. I’ve seen 
many cases where bad guys got guns away from good guys, tried 
to shoot them (or another innocent victim) and couldn’t because 
they didn’t know where the safety was or that it was even there. 

Emphasize that the customer — the legitimate user — will 
need to practice taking the safety on and off at appropriate times. 
Show how easy and natural it is to thumb the “safety catch” down 


There are a number of features to consider when selling a 1911, including 
its ergonomic thumb safety, light trigger and svelte design. 

into the “fire” position. You should mention most gun experts con- 
sider the thumb safety on the 1911 to be the most natural and er- 
gonomic of its kind. 

Another safety element, which sells a manual safety pistol such 
as the 1911, is accident prevention. Recently in Salt Lake City, a 
banner headline announced a teacher had injured herself acciden- 
tally discharging a pistol at school. It was a “point and shoot” gun. 
An on-safe 1911 will not go off if a foreign object such as a string 
on a warmup jacket (or a careless finger) gets inside the trigger- 
guard during the bolstering process. 


Additional Selling Points 

It’s no secret, particularly for new shooters, that longer and 
heavier trigger pulls take more time to learn to manage in accurate 
rapid fire. The shorter, relatively lighter trigger of the single-action 
1911 has always been one of its biggest selling points. A pistol you 
can shoot better and hit with more swiftly and certainly is a gun 
your customer would want to buy. 



At Fun Guns in Waco, Texas, owner Nathan Floyd says 1911s are the single 
best-seiiing product category in his store. 


The 191 1 ’s “shootability” goes beyond its consistent, easy shot- 
to-shot trigger pull. Its grip-to-barrel angle has historically made 
it a choice of champions in all sorts of handgun shooting sports; 
it fits naturally with one’s hand and wrist axis and “points well.” 

During a sale, plan a safe direction where you can hand the 
empty gun to the customer. Tell him or her to look at that spot, 
have them close their eyes and “point” the empty gun there. Then, 
have them open their eyes. More often than not, a 191 1 will put the 
sights naturally on target. 

Because of its low bore axis — even with its signature .45 ACP 
round — the 1911 pistol’s muzzle doesn’t rise as much as some 
of the more modem designs in recoil. The 191 1’s old reputation 
for “kicking like a mule” came from a time when soldiers were 
taught to shoot it from awkward positions modem instmctors 
would laugh at, with old model guns whose narrow grip safeties 
and early-style hammers pinched the webs of their hands pain- 
fully. Emphasize selling 1911s with wide “beavertail” grip safeties 
that won’t hurt your customers’ hands. 

There are also “concealability” and “comfort” factors at work 
here. John Browning’s brilliant 1911 design made the pistol ex- 
quisitely thin for its power. A quick survey of your customers who 
carry powerful handguns daily will probably show more 1911 us- 
ers carry their guns inside the waistband (where a pistol is more 
concealable) than your customers who carry polymer-frame guns, 
despite their lighter weight. 
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PDM 


Make It Personal 

The 1911 .45 of World War I is not the 
1911 you’ll be selling your customer today. 
A 191 1 with a short-reach trigger is a stun- 
ningly “shootable” gun in the hands of a 
petite female or anyone else with short fin- 
gers, even though its image is predominant- 
ly one of being chosen by rugged men of 
the Sergeant Rock or Mike Hammer genre. 

We need to put the old “little guns for 
little gals” stereotype behind us. As noted 
in my January column, the 191 1’s slide is 
easy to run in smaller, weaker hands if the 
shooter simply cocks the hammer to relieve 
mainspring pressure first, leaving only the 
recoil spring to work against. If the pistol is 
a service-size 9mm 1911, its recoil spring 
will offer minimal resistance. 

A glance at catalogs 
like Brownells will 
show more options for 
customizing 1911s than 
any other pistol. 

Put the empty gun in the customer’s 
hand, and have him or her bring the ham- 
mer back with the heel of the palm of the 
support hand — like a cowboy on TV “fan- 
ning” the hammer of a revolver, but done 
in slow motion. Then they’ll be able to see 
how easy it is to rack the slide. It works 
with compact 1911 .380s from Colt and 
SIG, and with full-size 1911s, too. 

I recently toured the Texas Ranger Mu- 
seum in Waco, Texas, and was amazed by 
how many pistols — 191 Is in particular — 
and revolvers had been customized by their 
heroic owners. In today’s market the same 
is true: People like to customize their fire- 
arms. A glance at catalogs like Brownells 
will show more options for customizing 
1911s than any other pistol. Remind your 
younger customers that the 191 1 is an ideal 
format for personalization — and stand 
ready to provide them with the accessories 
to do exactly that! 

So, what’s the bottom line? Classic 
firearms like 1911s can indeed sell them- 
selves, but if your gun shop’s sales staff 
shares some helpful tips with customers 
you should be able to sell even more. ® 


Comment on PDM 

We want to hear from you! Log on to 
WWW. shootingindustry. com 
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Precision-engineered around the 6.8 SPC cartridge, 
the next generation Coyote Carbine delivers 
excellent terminal performance in a lightweight, 
predator-stopping package. 
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OUTDOOR MARKETPLACE 


Taylor Smithfield 


Hitting The Mark With Your “Mark” 


When the University of California rebranded their identity a 
couple years ago with an updated logo, students and alumni took 
to Facebook to protest. The uproar over the new modem and sim- 
plistic mark (which was previously an intricate crest designed in 
1860) forced the university to alter their logo again to find a happy 
medium — a design that was more “collegiate.” 

Arby’s corrected a similar error when fans of the popular fast 
food chain spoke out against a failed attempt to modernize their 
brand. The short-lived logo was a 3D version 
of the famous red Arby’s cowboy hat. The 
new look instantly made the brand appear 
“cheap” or too “hip.” 

More recently, Airbnb, the hugely suc- 
cessful accommodations booking website, 
revealed a logo that is nearly identical to 
another established brand’s logo. Remark- 
ably, the established company was forced 
to redesign their logo in response (major 
oops!). Making matters worse, its shape was 
instantly deemed suggestive and inappropri- 
ate and has become the brunt of many jokes. 

What do these graphical goofs all have 
in common? These companies each missed 
the mark, so to speak, with their corporate 
“marks.” An article produced by MIT’s busi- 
ness school, MIT Sloan School of Manage- 
ment, reveals three key goals that your logo 
should accomplish. A good logo provides 
identity, positive associations and differen- 
tiation. The University of California diverted from their roots too 
harshly, thus abandoning their core identity. Arby’s and Airbnb as- 
sociated their brand with negative ideas and, in Airbnb ’s case, failed 
to differentiate their logo from another company’s logo entirely. 

What do these important lessons mean for your store, your 
business and your brand? Though these companies hired swanky 
design firms and utilized focus groups, they still made very basic 
mistakes. What are some fundamental ways you can avoid similar 
heartache when it comes to marketing your brand or rebranding 
altogether? 

Ask yourself the following questions: 

What message does my logo send? Although focus groups 
failed the above companies, the practice of polling is still very help- 
ful. Every aspect of your logo, from the font choice to the colors. 



AIM HIGHER 




KINSEY’S 


19ri2 


Lipsey’s and Kinse/s successfully modernized 
their logos while preserving their Identity and 
heritage. 


evokes emotions. Ask friends, family, customers and fellow busi- 
ness owners their honest impression of your logo — specifically 
what message it conveys. You might be surprised at their response. 

Is my logo simple and memorable? Logo designs are shying 
away from the intricate and becoming decidedly more minimalis- 
tic. A simple mark is often more powerful and more memorable — 
think Apple’s or Nike’s logos. In addition, a simple mark is more 
easily translated to different mediums (imagine your logo shrunk 
down on a business card, blown up on a bill- 
board or appearing in a solid color). 

An excellent industry example is Lipsey’s 
redesigned logo. The major distributor suc- 
cessfully simplified their logo from a more 
intricate seal to a badge featuring a bold “L” 

— a much more memorable mark. The logo 
also translates very well to many mediums 

— the icon can also stand alone in its own 
right. 

Is my logo timeless? Is your logo so “cur- 
rent” that it will be obsolete in five years? 
Will the mark send the same message as it 
does today in 20 years? Kinsey’s Archery 
tackled this challenge well with their re- 
branding. Their updated logo, while more 
modem, combines a timeless font choice 
with the timeless image of a feather — a link 
to the company’s archery heritage. The logo 
works in any generation. 

Is my logo creative? Sometimes the best 
logos are abstract ideas. For example, the Apple logo isn’t a com- 
puter, the Nike logo isn’t a shoe and the Mercedes logo isn’t a car. 
A representative image is often more powerful than the obvious. 
Your logo doesn’t necessarily need to contain a gun, a bow, a scope 
or a deer. Your audience will connect abstract or unexpected im- 
ages with your brand as long as they reflect who you are and your 
overall message. 

Examine your logo. Does it immediately convey who you are 
and what you sell? Does it need a total makeover or just a mod- 
est update? Perhaps you’re designing your first logo. Grab a piece 
of paper and start doodling. Google something like “best logos of 
2014,” or find a local design firm to work with (your brother’s co- 
worker’s friend who’s a graphic designer might not be your best 
option!) — it’s the first step in developing your mark. 


Glock Sponsors Military Makeover On TV Show “Designing Spaces” 


Many companies sponsor TV programs to promote products and 
services. Glock has expanded beyond standard outdoor programs 
with its sponsorship of the makeover show “Designing Spaces” on 
Lifetime TV. Glock sponsored a three-part series titled “Designing 
Spaces of Hope — Military Makeover,” which aired in November. 

The program covered the home transforma- 
tion of Operation Enduring Ereedom veteran and 
Purple Heart recipient Stephen Lunt. Glock’ s 
spokesperson R. Lee Ermey “The Gunny,” host- 
ed the series. Every room in the Lunt’s home 
was renovated to better accommodate the family. 


Thanks to Operation Homefront, their home is now mortgage-free. 

Each episode also featured small segments on gun safety titled 
“Designing A Eirearm Safe Home.” Ermey discussed Glock’s 
S.A.E.E. campaign and how to properly maintain and store firearms. 

Episodes are available online at www.designingspaces.tv and 
www.youtube.com/DSspacestv. 

Visit WWW. glock com, www.designingspaces.tv 


Continued on page 26 
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30 YEARS IN THE USA! 


WE HOPE YOU LIKE PERKS. 


Armscor has been USA strong for 30 years. That means big deals for consumers throughout 2015. 
And more sales for dealers and distributors. 



TO KICK THINGS OFF. WE'RE OFFERING A 50-ROUND ROX OF 
ARMSCOR TCM AMMUNITION FREE WITH THE PURCHASE* 
OF ANY ROCK ISLAND ARMORY TCM FIREARM. 



That's just the heginning. Visit Arniscor.com/30years for the latest offers. 
Dr sign up for email alerts every time we introduce a new deal. 


"Consumer purchase only. Receipt required for redemption. 




Continued from page 24 


A *B Arms Dealer Program 


With the launch of the American 
Built Arms Co. (A*B Arms) Retail 
Dealer Program, your store can display 
some of American Built Arms Co.’s 
most popular products. Participating 
dealers will receive a 6-foot by 2-foot 
metal display rack topped with an A*B 
Arms sign. Also included: marketing 
materials, 26 display hooks, 48 polymer 
firearm accessories and four A*B Arms 
T-shirts. The program costs $1,000; 
the display rack and T-shirts (valued at 
$230) are free. 

The company says, ‘A modest in- 
vestment can easily turn into profit mar- 
gins in excess of 40 percent” with best- 
selling products like the MODI and 
A*B Pro Hand Guards, LTF Picatinny 
Rail Combo Packs, SBR P*Grips and 
T* Grips and Mil-Spec Buttstocks. 

“We make it extremely easy for re- 
tailers to launch a new product line into 
their stores,” said Jason Combs, A*B 
Arms president. 

Visit www.abarms.com 



Get A Grip: Hogue Goes Purple 

Hogue has created a unique way to per- 
sonalize the rubber OverMolded series 
with bright purple grips. The line includes 
HandALL grip sleeves, handgun grips, rifie stocks, 

AR beavertail grips, AR free coating forends and AR col- 
lapsible buttstocks. Molded from a durable synthetic rub- 
ber with a non-slip cobblestone texture, Hogue says the grips 
provide a “soft recoil-absorbing feel, without affecting accuracy.” 



Visit www.getgrip.com 


Bear & Son Releases New Design 

Bear & Son Cutlery has introduced an American-made 
G149LB Cowhand lockback knife that customers can wear with 
their favorite pair of blue jeans. The Cowhand — at 6 5/8 inches 
long open and 3 3/4 inches closed — features one-hand opening 
and locking, rust-resistant 440 high carbon stainless steel, nickel 
silver bolsters and blue GIO handles. The knife is covered under 
Bear & Son’s lifetime warranty. ® 



Visit www.bearandsoncutlery.com 



CASE-GARD 


404? Itifir 

260 /300 3SA 2^-550/ 
2U f2Sf3Zf3Sf£ffmf TnmhBe 

F_iri ■SUL'M Tnjh My.LX 

^DHNnai bpCHP MnpDrif 

450 

CaiwHi, 


Stripper Zip™ Alamo Lowrara 


l¥0 €ion^ 

liwt we 
sure can hmtp jwir 
stortnp aiMf 


WOh, PVnPLE € 4 M 0 JNKa# CASES 




MTM Molded Products Company - (937) 890-7461 - www.mtmcase-gard.cotn 


(Subscribe to SI DIGITM 


26 FEBRUARY 2015 


www.shootingindustry.conn 











$847 

PnCKDGE UflLUE 


/■% 


The EAA Tanfoglio Witness 
Pavona .380 ACP compact 
polymer pistol in Imperial fea- 
tures an external hammer, ad- 
justable rear sight and light- 
ened springs. It comes with an 
ergonomic grip in a sparkling 
polymer frame with integral 
checkering and sculptured, 
contoured lines. It has a maga- 
zine capacity of 1 3 rounds and 
an overall length of 7.3 inches. 






EAA's Witness Concealed Carry Purse features an interior polymer 
holster with hook-and-loop attachment, to allow for user-unique 
gripping and retrieval style. It features a lockable firearm storage 
area and steel, cable-lined shoulder straps. 


Pepper 

mfikTf'-rKit 


The Witness Pavona D'Wedge Purse 
Insert fits into most internal purse com- 
partments. Adjustable components 
allow the user to change the width 
of D'Wedge for snug placement. The 
hook-and-loop holster design allows 
adjustment for user-unique griping and 
retrieval style. The Witness Pavona 
holster is compatible with both the 
D'Wedge and the Concealed Carry Purse. 


The SABRE Red Mother & Daughter Combo Pack features 
two pepper spray canisters. The Pepper Spray and Drink 
Test Kit will detect if drinks have been tampered with, and 
a pepper spray canister. The Designer Label Key Ring 
is bright and easily accessible. The New User Kit includes 
training instructions and a practice spray. 


WWW.5HDDTINBINDU5TRY.CDM 


Dealers, to win this prize bundle, visit www.shootingindustry.com/giveaway and complete a brief, four-question survey. You will 
automatically be entered to win. Entries must be received before April 1, 2015. Winners must respond within 30 days of receiving 
notification or an alternate winner will be selected. 







ARMS&THE WOMAN 


Lisa Parsons-Wraith 




H Weapon In Hand Is Best For The Job 


The best form of personal defense is one you have in hand 
when you need it. Since our love affair with smart phones be- 
gan in this country, the item we are most likely to have at hand 
is a cell phone. In parking lots, at restaurants and even on hik- 
ing trails, the item guaranteed to be in any woman’s hand is her 
cell phone. Manufacturers have taken note, and several new cell 
phone cases with built-in personal defense capabilities are now 
on the market. The defensive tools they incorporate range from 
stun guns to knives, giving your customer different levels of de- 
fensive options. 

Phone cases that incorporate a knife are a useful option to of- 
fer customers. KRUDO Knives recently introduced a case for 
the iPhone and Samsung Galaxy that conceals a “K Wedge” 
knife in a compartment on the back of the case. Two finger 
grooves help remove the arrowhead- shaped knife from the 
back of the case in a “ready” position between the first and 
second fingers. The knife portion is titanium and the case 
is made of aluminum. The case is held together by screws 
and customers are warned not to over-tighten with the 
Allen key stored inside the case. The case is a little heavier 
than a standard cell phone case due to the weight of the knife, but 
does not add any significant bulk. It’s designed for personal pro- 
tection, but does not include screen protection for the cell phone. 

Another cell phone case-with-knife option also proudly pro- 
claims your customer as an NRA supporter. The NRA currently 
sells the NRA “Talking Point” Phone Holster, which pairs a back- 
up blade with a cell phone. The padded, ballistic nylon case com- 
pletely conceals a black oxide-coated stainless steel folding knife. 
The 2.25-inch drop-point blade is easily deployed with thumb 
screws. The Talking Point has elastic sides and a hook-and-loop 
fiap to keep the phone secure, and the fiap features the NRA eagle 
and crossed rifies design. This universal holster is designed to fit 
most smartphones up to a 2.5-inch maximum width. 

The TaskOne G3 from TaskLab is a do-it-all option that cus- 
tomers will love. Not only 
is it a protective case for a 


Offer your customers multifunctional items for personal defense, like the 
TaskOne 03 from TaskLab, which combines a phone case with a variety of 
stainless steel tools. 

phone, it has enough built-in stainless steel tools to rival a Swiss 
Army knife. The case is made of rugged aluminum and polycar- 
bonate materials that protect your phone from serious impact 
while also holding a 2.5-inch knife with serrations. The knife 
must be deployed in advance of use, as it is a fixed blade. Other 
tools include a 1.8-inch saw blade, pliers with wire cutters, six 
Allen wrenches, fiathead and Phillips screwdriver and, of course, 
a bottle opener. This phone case would be great for a day in the 
field when a small multi-tool is what your customer needs most, 
but has left in her car. 

Visit www.krudoknives.com, www.nrastore.com 


A Stunning Case From YellowJacket 


A less-than-lethal option is the Yellow- 
Jacket iPhone case that conceals a loud, bright, 
high-voltage stun gun. This device also acts as 
both a phone protector and charger, increasing 
the phone’s battery life up to one full charge 
while concealing a 650,000-volt stun gun. The 
case has two safety features to help prevent 
accidental discharge while still allowing the 
stun gun to be used the moment it is needed. 

The company’s latest offering, the YJ5, has 
a slimmer design than the original YellowJacket 
and sports a detachable stun gun pack, 
ambidextrous triggers, dual safety mechanisms 
and LED battery indicators. 

The YellowJacket iPhone Stun Gun is ideal for women 
seeking an item for less-than-lethal personal defense. 


Women are quite often in situations where a 
gun just isn’t a practical item to have on their 
person. The interesting thing is, even if women 
are wearing just a bathing suit, they usually 
find a way to have their phone at hand. Any 
product that helps turn a smartphone into a 
form of protection will be appreciated and used 
by women. In the past, a few companies tried 
incorporating peppers pray into phone cases, 
but have since discontinued the products. It 
would be great if some manufacturer could 
create a highly functional phone case/pepper 
spray unit. Women across the country would 
have a non-lethal personal protection option at 
the ready at all times. 

Visit www.yellowjacketcase. com 
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Smooth Operator 

Taurus recently introduced a new fire- 
arm that may be the answer to women be- 
ing poked by the sharp edges of handguns. 
Taurus’ new .380 ACP, called the Curve, is 
body-contoured and designed to be “print- 
free” as well as comfortable in any posi- 
tion on the body. Its curved grip-frame fea- 
tures an integrated LaserLyte LED light/ 
laser combo system built in. The rear of 
the slide sports a bore axis sighting system 
designed for close-range shooting. To keep 
the pistol snag-free, there are no traditional 
sights. A textured grip and low-bore axis 
help reduce recoil and make the gun com- 



This little DAO-only pistol is manufac- 
tured in the U.S. and is just a bit bigger 
than a smartphone at 5. 18 inches. A loaded 
chamber indicator and Taurus Security 
System round out the safety features. Tau- 
rus also provides a fast, easy-to-deploy 
trigger protector with a built-in lanyard for 
use with the holster-free belt clip. With a 
capacity of 6-1-1 rounds, the Curve is an at- 
tractive addition to any woman’s personal- 
defense arsenal. 

Ladies looking for a handgun case with 
a feminine touch will want to check out 
the latest offerings from Allen Co. Allen 
recently started offering cases in popular 
Muddy Girl Camo that is sure to appeal 
to lady shooters. The padded cases are 
made of sturdy fabric and both have mul- 
tiple pockets and pouches to keep guns and 
accessories safe. If camo isn’t your cus- 
tomer’s style, Allen Co. offers dozens of 
items from earmuffs and shooting glasses 
to gun socks and cases in a plethora of col- 
ors. Many of the items come in youth and 
women’s sizes as well. ® 

Visit www.taurususa.com, 

WWW. allencompany. net 


Comment on r&W 

We want to hear from you! 

Log on to www.shootingindustry.com 
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Firearms Business Insurance 


Wholesalers &C Distributors • Retail Sales • Manufacturers SC Importers 
Ammunition SC Bullet Manufacturers • Indoor SC Outdoor Ranges 
Trapf Sheet SC Sporting Clay Fields • Gunsmiths • Firearms Instructors 


Providing Quality Insurance Products to 
the Firearms Industry for Over 25 Years 


Coverage Available in All SO States. 


info@jcinsco.com • ivww.gunii 


LIJTH-Ail 


The NEW Fully Adjustable Buttstock For AR's v 


MBA-1 / 1.2 Lbs. 


$ 139.95 


MBA-2 stock/. 7 Lbs. $ 49.95 


Order online at: www.Luth-AR.com MadsmthsusA 
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BACK BLAST & OTHEB HOT GASES 


Commander 

Gilmore 




Courteous For A Life Of Crime 


You know, it’s really refreshing when you occasionally 
find a stickup man who says “thank you” after robbing 
you, or a burglar who wipes his feet before prying your 
door open and letting himself in, but sometimes, courtesy 
seriously interferes with the efficient conduct of criminal en- 
terprise. It really ruined young Kevin Clarence’s master plan. 

Intent on demanding a bag full of money, the 20-year-old 
forgot to don his disguise until he was already inside a super- 
market in Londonderry, Northern Ireland. But then he caught 
himself, and after several people had seen him, he 
pulled a black trash bag over his head. Rather than 
rudely cut in front of others, he then quietly took his 
place in a cashier’s line. Unfortunately, apparently, 
the cashier wasn’t very speedy. Kevin may have shifted 
from foot to foot a little, but never raised his voice or 
threatened anyone until finally, either tired of waiting or 
just getting nervous over the delay, he announced “I’ll be 
back,” and left the store. 

His timing was either perfect or poor, depending on 
your point of view. The police were just arriving. 


Too 


Uh — Are Your Sure 
This Is Your Pee? 

Like many other big cities around the 
world, Cairo, Egypt, finally had to get 
tough with public transportation drivers. 
The combination of long hours behind 
the wheel and the lure of overtime pay 
created a real problem with drivers tak- 
ing drugs to stay awake. Naturally, this in 
turn led to accidents occurring when driv- 
ers either zonked out at the wheel or went 
crazily swerving to avoid that stampeding 
herd of purple unicorns or glowing drag- 
ons or whatever apparitions stoned Egyp- 
tian bus drivers see. 

So, the American custom of routine 
drug testing has been adopted, but not 
the “surprise” tests given to American 
commercial drivers. Egyptian workers 
are given a one-day heads-up warning. 
It didn’t take Cairo’s bus drivers long to 
figure things out. But one cheater got an 
unexpected surprise. 

He confidently turned in his urine 
sample, but was kind of concerned when 
he was called in to discuss the results. 
Eirst, he was asked “Are you sure this is 
your urine sample?” He assured them it 
was. The inspector told him “Then con- 
gratulations! Your urine is drug-free — 
and you’re pregnant! Can you explain 
that?” 

He didn’t know his wife was two 
months pregnant, but that’s okay — she 
didn’t know either. Now they both know 
he’s fired. 


Like Out Of A 
Cheech & Chong Movie 

Based on only a suspicion of possible 
criminal activity, police in Clearwater, 
Ela., stopped a vehicle and arrested the 
two occupants for possession of pot. 

“Ho hum,” you say; “What’s so unusu- 
al about that?” you ask. Well, they had so 
many potted marijuana plants stuffed into 
that car, and they were so big and luxuri- 
ant, that leaves and branches were sticking 
out of the windows. That’s what we old 
cops call a “clue.” 

Setting New Records In Stupid 

Public school administrators across 
the country seem to be in hot competition 
to determine who can take the stupidest, 
most lunatic actions to punish students, 
suspending or expelling them for “gun-re- 
lated” offenses. So far, the classic “biting 
a breakfast pastry into the shape of a gun” 
is a top contender, along with expelling a 
six-year-old because he proudly brought 
a photo of his older brother to school to 
show it to a playmate. His brother is in 
the Army, and was actually holding one of 
those dreaded “black rifles” in the photo. 
Good thing a sharp-eyed teacher spotted 
that one before something horrible hap- 
pened! But a recent incident from an el- 
ementary school in Mobile, Ala., might 
win the prize — at least for 2014. 

Officials detained a five-year-old girl 
for pointing a crayon toward another stu- 
dent “in a gun-like fashion.” Then they 


made the little girl sign a paper promis- 
ing not to kill anyone or commit suicide. 
Her mother was summoned to the school. 
When she walked in, the first question 
her daughter asked was “What is suicide. 
Mommy?” 

The school is said to have a zero-toler- 
ance policy on guns. We would suggest a 
zero-tolerance policy on idiots — but that 
could decimate the staff. 

The Dog Really Did Eat Her Homework 

Reagan Hardin’s teacher was highly 
skeptical of her excuse for not turning in 
her assignment. She was supposed to have 
produced a detailed diorama of a farm cir- 
ca the Middle Ages. Reagan said her dog 
ate it the night before her assignment was 
due. The teacher, at Magnolia West High 
School in Texas, knows Reagan is a good 
kid and a diligent student, but how could 
he just accept the oldest, tritest excuse in 
the books? 

The family veterinarian stepped in and 
saved Reagan’s reputation. Using a stom- 
ach scope, he removed from the dog’s 
belly a plastic chicken head, a decapitated 
horse’s body, a complete sheep and a pig, 
plus several pieces of the wire used to hold 
the diorama together. Other pieces of the 
diorama, it was thought, had probably “al- 
ready passed,” from one end or the other. 

Dr. Carl Southern warned, “Don’t put 
anything past your dog. We all say ‘my 
dog would never eat that,’ and that’s the 
main thing he’ll eat.” ® 
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Learn The #1 Item You MUST Hoard Before It’s Too Late! 



It’s a scary fact. Survival food is literally FLYING 
off the shelves. As a matter of fact, I’ve been 
hearing reports that survival food is actually 
sold out in many areas of the country. This has 
caught most people - including me - totally by 
surprise. I’d never seen anything like this in my 
life. 

Well, I love a good mystery. So, I started doing 
some snooping, trying to discover why survival 
food is disappearing at a record rate? Who’s 
buying it? Where in the world is it going? And 
what are they planning to do with it all? 

Guess what I found out! My digging around 
paid off. What I found was that a well-known 
agency, which is actually responsible for 
aiding Americans in times of crisis, is hoarding 
it. Literally, hoarding it! From what I can tell, 
they’re stashing it in non-descript warehouses all 
around the country. 

I even have the proof in writing . These people 
were brazen enough to send an official inquiry 
asking how much survival food we had, where 
was it kept, how quickly could they get ahold of 
it, and more. 

Enough was enough! I knew right then that 
I had an obligation to share my findings with 
patriots everywhere. This hoarding could have 
far-reaching effects on all of us, including a 
nationwide shortage of survival food available 
for the general population. 

I want to help ensure that there is always an 
adequate supply of survival food available for 
those who want it. Hell, if you are smart enough 
to understand that in a crisis, food will quickly 
become more valuable than gold, then you 
should be able to get it whenever you chose, 
with no one stopping you. 


Now, you’d better believe the agency is not at all 
happy that I’m revealing this story. No surprise 
there. Truth is, they are trying really hard to keep 
this information from the public to avoid causing 
panic. 

I’m sorry, but I think you deserve to know the 
truth! I’ve posted a video online that explains 
everything you need to know about the looming 
survival food shortage. Go NOW to 
GETFOOD79.COM Check out my video ... while 
you still can. As you can imagine. I’ve been 
getting some heat over this, and I honestly don’t 
know how much longer I’ll be able to continue 
exposing this top-secret story. 


In the meantime, don’t worry; I’m doing 
everything I can to keep our survival food 
out of this group’s hands. Go to 
GETFOOD79.COM now and I’ii show you how 
you can still get our highest quality 
Food4Patriots survival food at “fire saie” 
prices - as low as $1.39 per serving - but 
only if you act fast. 


ACT NOW. VISIT GETFOOD79.COM 

















Primos Hunting Grand Slam Pot Call-Osceola 

John Annoni is an avid turkey hunter and an educator in the 
Allentown School District in Pennsylvania. He developed an 
afterschool conservation curriculum that grew into a 501(c)(3) 
organization named “Camp Compass.” It’s a unified effort that 
introduces urban students in grades 5 through 12 to outdoor ac- 
tivities of all kinds, including shooting and hunting. 

The number-one thing Annoni would like to see retailers have 
for turkey hunters is a way to “test drive” mouth calls before he 
buys one. 

“I know that sounds crazy,” he said. “But sometimes I go 
through 10 mouth calls before I find one I like. I wish someone 


urkey hunters love “stuff.” They collect calls, 
decoys and anything camo. Knowing what they 
want and having it on-hand means satisfaction for 
your customers and a healthy bottom line for you. 


would put out a template that shows the base model so I could 
find out what it blows like before I buy it.” 

The second thing he wishes retailers would do is put together 
“emergency packs” for turkey hunters. 

“Sometimes a turkey hunter is taking someone for the first 
time and even an experienced turkey hunter may forget his back- 
pack,” he said. “A retailer could put together a combo pack that 
includes a facemask, pair of gloves, hat and call. Retailers can 
bundle products the same way phone companies bundle services 
— put a group of products together so the customer just has to 
pick up one thing. Retailers need to do whatever they can, so con- 
sumers feel they’re getting plenty of bang for their buck.” 

Maintain A Heaithy Cache 



When it comes to guns, ammo and accessories, Annoni ad- 
vises dealers to keep their shelves stocked. 

“Experienced turkey hunters know what they like, and they’re 
going to buy it,” he said. “If they’ve killed birds with #5 shot, 
that’s what they’re going to pattern their guns with. Retailers just 
need to have a variety of shells on the shelf so hunters can find 
what they need.” 

Retailers never have enough shooting sticks, Annoni said. 

“Many people would use them,” he said. “For turkey season 
you’re really talking about monopods.” 

Annoni knows a lot of hunters aren’t able to afford spe- 
cial turkey guns, so they use all-purpose shotguns to hunt 
turkeys. For these hunters, retailers should offer choke 
tubes. 


Selling decoys, like the Penny Snood Feeder Hen De- 
coy from Hunter’s Specialties, can help dealers attract 
avid turkey hunters. 
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“I shoot an old goose gun for turkeys,” he said. “Fm not going 
to buy just a turkey gun; Fm going to put a choke on the shotgun 
I have and make it a turkey gun. If I had a turkey gun, Fd use it 
for geese. In this economy, people have a favorite gun and they’re 
going to use it for everything.” 

Because of his emphasis on working with youth, Annoni 
would also like to see retailers carry more youth equipment. 

“I want to say to retailers, ‘Would you please stock some 
20-gauge stuff?’ I hate going three places looking for 20-gauge 
shells,” he said. 

Kids are the future of our industry, and Annoni recognizes it’s 
important for retailers to pay attention to their needs as well. 

“We need to encourage dads to take kids out,” he said. “Part 
of this gets back to bundling. If a retailer would bundle products 
together that could be used for kids, the dads will be more apt to 
buy them.” 

Education Is Key 

Chris Parrish is a three-time world champion turkey caller and 
is on the pro teams of Knight & Hale Game Calls, Mossy Oak, 
Redhead and Browning. He’s also the brand manager for Knight 
& Hale. As such, he has his finger on the pulse of what turkey 
hunters are talking about and what they want to see when they go 
into a gun store. 

Parrish said the biggest thing retailers are missing out on is 
being a point of education for turkey hunters. Providing educa- 
tion can result in a better hunting experience for your customers, 
which means a more satisfied customer base and increased sales. 


Providing education can result in 
a better hunting experience for your 
customers, which means a more 
satisfied customer base and 
increased sales. 

“Dealers need to be a source of point-of-purchase informa- 
tion, such as information to help a customer choose one call over 
another,” he said. “They also need to provide information about 
products that are particularly needed by turkey hunters. For ex- 
ample, not only do you need to learn how to use a mouth call, 
you also need to have several different types of calls with you in 
the woods, whether that’s a mouth call, friction call, box call or 
a push/pull call.” 

A variety of turkey calls will contribute to your customer’s 
hunting success. 

“Every one of those calls has a nuance of its own and a call of 
its own, and possibly only one of those calls will be the call the 
turkey will respond to and come to on that day. If your customer 
doesn’t have a selection of calls in his vest, then he may not have 
what’s going to make him successful that day.” 

Parrish thinks part of the reason retailers don’t provide more 
education stems from a lack of materials created by manufactur- 
ers and suppliers. 



New for 2015, Weatherby’s SA-459 turkey shotgun features a 22-inch vent rib 
chrome-lined barrel, removable Picatinny rails and Realtree’s Xtra Green camouflage 
pattern. It’s chambered for 3-inch magnum loads and available in 12- or 20-gauge. 


www.shootingindustry.conn 


FEBRUARY 2015 33 



THE 


Nobody shoots 
a naked gun. 

A gunstock makes up 
50% of the gun- 
it’s critical to a 
gun’s performance. 

Boyds durable hardwood gunstocks 
are ergonomically designed to fit 
a shooter’s body properly. They 
provide greater control, reduced 
recoil and a natural line of sight 
for greater accuracy. 

To see all the available stocks and 
custom options and learn more about 
the Boyds dealer program, visit 

boydsgunstocks.com/si1 s 


UNDER $100 

GET THE TRUTH. 

© 2015 Boyds Gunstocks, Inc. 



John Annoni (center) founded the Camp Compass Academy as an afterschool conservation 
program to introduce urban students to outdoor activities, such as turkey hunting. 


“I think suppliers sometimes don’t pro- 
vide the information retailers need to edu- 
cate the consumer,” he said. “But the re- 
tailer also needs to allow us to provide that 
information so the consumer can come in, 
read it, analyze it and pick a product.” 

Parrish recommended suppliers and re- 
tailers should get on the same page when 
it comes to educational point-of-sale ma- 
terials. 

“It would be beneficial for both,” he 
said. “Both the supplier and the retailer 
would sell more product, and both would 
come out ahead of the game.” 

Don’t Miss Out 

When it comes to products, retailers 
sometimes miss out on sales because they 
don’t stock full product lines from their 
vendors. 

“They pick out hot sellers, which is 
great, but there also are tried and true 
products that have been in the supplier’s 
product line for a long time,” Parrish said. 
“Although some of those products may not 
sell large numbers, you still have people 
who come in and grab those products. If 
the retailers don’t have those products 
available, then the retailer, the supplier and 
the consumer miss out.” 

Some suppliers provide lists of prod- 
ucts to retailers with information about 
what sells well. 

“Knight & Hale has lists of products 
that tend to have great sell-through and 
good consumer value,” he said. “We call 
those ‘vanilla ice cream.’ We can go into 

Federal’s new 3rd Degree turkey load uses a 
multi-shot, three-stage payload to create pat- 
terns for close- and long-range shots. 


When it comes to 
increasing sales of 
turkey hunting products, 
you need both strong 
inventory and a way to 
educate your 
customers. 

a store and say, ‘These are the five key 
spring items that you need to always have 
on your shelf, simply because they have 
great sell-through. If you don’t have them, 
you’re going to be missing a sale some- 
where along the line.’” Obviously specific 
items will differ, depending on your loca- 
tion in the country. 

When it comes to increasing sales of 
turkey hunting products, you need both 
strong inventory and a way to educate your 
customers. Provide both, and you’ll have 
a win-win situation for yourself and your 
customers. ® 



(Subscribe to SI DIGITM 


34 FEBRUARY 2015 


www.shootingindustry.conn 
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ONE VOICE 



10,000+ manufacturers, distributors, firearms 
retailers, shooting ranges, sportsmen’s 
organizations and publishers making a direct 
impact on the future of our industry. 

We’re one powerful voice for the industry. 

JOIN US, AND MAKE US EVEN STRONGER! 
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Seek Out Non-Lethal By Pat Covert 

Options For Additional Profits 



I n today’s economy, dollars are tight — which 
means you need to maximize every moment you’re 
with a customer in your store to build a relationship 
and close a sale. You should rely on more than just 
firearm and ammunition sales; alternative markets 
in personal defense have the potential to set your 
store apart from the competition. 

Personal-defense customers interested in concealed carry are 
sometimes limited to the restrictions set by local or state decision- 
makers. They’re still interested in some form of self-protection 
and, consequently, many will seek out less stigmatized (in their 
eyes) or non-lethal alternatives. These will offer them a decent 


level of comfort at times when they can’t carry their firearm. 

Other non-lethal products providing protection, such as knives 
(a huge industry in itself) and pepper spray, are attractive to these 
consumers. In addition, there are other personal safety products 
such as concealment holsters and purses, as well as security de- 
vices and mini-safes, all of which have more profitable margins 
than firearms. 

So here’s a question: If you can sell two or three of these prod- 
ucts equal to the price of one firearm, but with two or three times 
the profit, why wouldn’t you? Your sales, clerical and administra- 
tive staff are already in place, so the opportunity to increase your 
sales is only limited to your time, effort and investment in stock- 
ing new products. 

Choosing the right stock in personal- 
defense and safety products is critical, so 
you’ll need to start by tailoring these to 
your current customer base. Your retail 
establishment may be a pure shooting 
sports or tactical/personal-defense store 
— or it may be more complicated than 
that. You may have a mix of each or just a 
stronger lean either way. We visited two 
very different types of firearms retailers 
to get an idea of which personal-defense 
and safety products they have the most 
success with, and how they’ve added ex- 
tra profits to the bottom line. 


Zero-In On Selection 

Simmons Sporting Goods in Bessemer, 
Ala., started out as a pawnshop in 1945 
and became a firearms retailer in 1972. 
They’ve been very successful ever since. 

“In describing our customer mix, I 
would probably break down the firearm 
sales of the two categories: about 60 
percent personal defense and 40 percent 
sporting,” said Jeff Chastain, Simmons 
buyer. “While carrying a full line of fire- 
Jeff Chastain (left) and Mike Jones, Simmons Sporting Goods buyers, examine a biometric arms, we also carry concealment purses, 
mini-safe from GunVauit Adding mini-safes to end caps can promote additionai impuise saies. knives, pepper spray and mini-safes.” 
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The new Bianchi Ranger Sporting Series of hoi- 
sters feature a 600 -denier baiiistic weave exterior 
for abrasion resistance. Each holster fits several 
different gun models for added utility. 


You should rely on more than just firearm 
and ammunition sales; alternative markets 
in personal defense have the potential to set 
your store apart from the competition. 


Chastain said knives and pepper spray are consistent sellers at 
Simmons, with mini-safes bringing the highest returns. 

“Knives and pepper spray are the highest units sold on a daily 
basis, but mini-safes are the largest dollar volume our customers 
spend in these sub-categories. The mini-safe lines seem to have 
the largest growth in recent months simply because our consum- 
ers need handgun protection and safety both at home and in their 
vehicles,” he said. 

By contrast. Hoover Tactical Firearms in Hoover, Ala., is — as 
the name implies — all about personal defense. Consequently, 
their products are much more focused. Their entire retail space 
is devoted to handguns, long guns, ammo and accessories — and 
they also have an indoor range to complement their operation. 

“I would describe the customer mix of our store as ‘everything 
under the sun’,” said Kerry Bradley, Hoover general manager. 
“We have an equal amount of women and men shoppers. Shoot- 
ers desiring a firearm for personal defense represent the largest 


segment of our customer base.” 

According to Bradley, concealment holsters and purses have a 
strong sell-through rate at Hoover Tactical. 

“Our number-one sellers beyond firearms are concealment 
holsters and purses, after that is pepper spray,” he adds. “The best 
selling concealment holsters right now are from a company called 
L.A.G. Tactical — they’re great Kydex holsters made by a great 
bunch of folks. It’s a versatile holster that can be worn inside and 
outside the pants on your belt.” 

Capture Profits In Changing Market 

Profit margins on firearms and related products will vary from 
store to store due to a variety of factors such as mean income, 
geographic location and local competition — so on a grassroots 
level, developing a dedicated customer base through personal ser- 
vice and targeted product has a huge impact on sales. 

Both Simmons Sporting Goods and Hoover Tactical Firearms 


The EAA Pavona Concealed Carry 
Purse has hook and loop attach- 
ments, allowing for user-unique 
gripping and retrieval styles. 
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have had many years to build their custom- 
er bases and are firmly entrenched in their 
trade areas. Over time, through trial and 
error and keeping up with a shifting fire- 
arms market, these two stores have been 
able to hone in on products that sell and, in 
turn, generate profits. 

“Generally, personal- defense and 
safety products allow much greater profit 
margins compared to firearms and ammo 
sales,” Chastain said. “Firearms margins, 
whether sporting, tactical or personl de- 
fense, are generally very low in this busi- 
ness — due to the competitive nature of the 
retail firearms industry.” 

Chastain broke down the numbers, 
showing how the sale of alternative de- 
fense products can create tremendous 
jumps in profit. 

“In many cases where firearms margins 
are only 15 percent to 22 percent, your al- 
ternative personal-defense products can 
generate a 30 to 40 percent margin. Pep- 
per spray in most cases will provide a 50 
percent margin of profit and holsters and 
concealment purses will generate a healthy 
50 to 60 percent margin. Last but not least, 
tactical-defense knives and everyday-use 
pocket knives can deliver 60 to 70 percent 
margins,” he said. 

According to Bradley, Hoover Tactical 
finds generous profits in their concealment 
holsters and purses. 

“To really capitalize on holsters, you 
have to have products that fit a wide variety 
of guns. Don’t focus on different styles. Fo- 
cus on having as many holsters as possible 
to fit different guns. Given the tight com- 
petitive margins on firearms and ammo, 
we find the profit margins are bigger on the 
holsters and purses than pepper spray and 
Tasers. Holsters can be as high as 40 to 50 
percent, as well as purses,” he said. 

Trigger A Thought 

No matter if your store has a broad cus- 
tomer base like Simmons Sporting Goods, 
or a more focused one like Hoover Tacti- 
cal, there are a number of opportunities in 
personal-defense and safety product sales. 
Taking the time to promote them in-store 
and in local advertisements can help build 
and sustain interest from customers. 




The New User Kit from SABRE Red introduc- 
es non-lethai customers to pepper spray as a 
personal-defense option. 


“End caps make great displays for im- 
pulse sales on pepper spray and mini-safes, 
while personal-defense knives require 
more personal selling. They are placed 
in a more prominent location next to the 
tactical firearms to target MSR-tactical 
customers for an add-on sale. We also pro- 
mote the mini-safes in our local ads peri- 
odically and place the less expensive ones 
through our holster department just to trig- 
ger a customer’s thought,” Chastain said. 

Instead of focusing solely on firearms, 
Chastain recommends dealers should di- 
versify their product lines for additional 
profits. 

“Selling firearms is great for keeping 
the lights on and paying the bills, but sec- 
ondary sales of alternative personal-de- 
fense and safety products is where retailers 
need to place more emphasis in order to 
add more to their bottom line at the end of 
the year,” he said. 

If the results from these two very differ- 
ent storefronts are anything to go by, then it 
would be for your benefit to consider add- 
ing non-lethal personal defense products 
and accessories strategically throughout 
your store. ® 


Mini-safes, like those from the Winchester 
eVault line, provide dealers with higher mar- 
gins compared to firearm and ammunition 
sales. 
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Lyman Unveils New Secret Weapons 



Lyman's Universal Cleaning Rod Syslefn covers ad handguns and riHes with spring steel rods that thread into 
the chemical resistant, ergononiic swivel handle. The 28 Piece Jag and flrush Set keeps your bore cleaning 
necessities protected and organized in a diirabie, hinged storage container. The Universai Bore Guide Set 
protects both I he chamber end the bore from abrasion by cantering your cleaning rod and leg through the 
chamber. This set lits most bolt eclions. includes e special adapter sleave for the AR-15, and has a specially 
machined port to make applying solvent easier and neater. 


The Products You Meed, Fmm The Company You Trust 



^ Cleans & dissolves traces 
of copper, lead, brass, 

& zinc. 


> Lubricates & protects 
firearms, lock, stock 
& barrel. 


► Forms a film that 
protects against rust. 


Will never gum-up or 
harden. Ideal for pistol 
grips, & rifle stocks. 


► Neutralizes & removes 
black powder and 
corrosive ammo 
residue. 




T/^e worw'd modt 
lueful and environmentally 
friendly lubricant! 
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BY JADE MOLDE 


SlfiHTS^ 

TWO-STEP DISTRIBUTION 



iNASCW 


EXPO <: annual MfiFTTN'O 


INDUSTRY MAKING INROADS TD REDOUND IN 2015 AT NASGW EXPO 


I n the midst of a “tough” 2014, the 
National Association of Sporting 
Goods Wholesalers (NASGW) held its 
41st Expo and Annual Meeting in Little 
Rock, Ark. Attendees from 48 states and 
eight countries were at the event, which 
featured 76 new exhibitors — a record for the 
expo. With the amount of business conducted at 
the show, there was a sense of renewed optimism 
that 2015 will be a more traditional selling year. 
Pete Brownell, NASGW chairman, reported 
increased business at the expo following a year 
of “adjustment” for many in the industry. 


“Last year, 2014, was an adjustment 
year, and many organizations have adjusted 
quite well. There’s been some ‘riding out 
the storm’ plans, but we have a lot of great 
expectations for 2015,” Brownell said. 
“We’re forecasting 2012 will be the clean- 
est comparison to 2015; 2013 caught us all 
by surprise and in 2014, the industry expe- 
rienced a bigger-than-expected drop-off. 
Right now, the supply chain is pretty full 
and it’s going to take a while for products 
to sell through. We predict more of an even 
demand, but there will be minor ripples in 
ammunition categories and increased de- 
mand from CCW pistol manufacturers.” 

According to Brownell, the influx of 
new products in 2015 will help grow the 
market for additional consumers. 

“One thing we’re going to see in 2015 
is more new products from manufacturers 
in every segment of the industry. We’ve 
learned from previous ups and downs that 
new products allow retail stores and con- 
sumers to grow the market. Our members 
are better educated as to where customers 
are going and what they’re buying as they 
develop new products for the upcoming 
year,” he said. 
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Encouraging Two-Step Distribution 

In periods of economic slowdown, NASGW reinforces the im- 
portance of two-step distribution, Brownell said. 

“The NASGW has a unique position of being able to represent 
a large — if not the largest — section of wholesalers for manu- 
facturers in the marketplace. We inventory product to help supple- 
ment the independent retail gun stores, take credit, manage credit 
in the supply channel and act as a sales force/consultant to suppli- 
ers on what’s selling or not. We reinforce the brands in the market- 
place, while working with independent retailers to make sure their 
product is in stock as much as possible.” 

Brownell emphasizes the importance of wholesalers in build- 
ing the supply chain. 

Attending the NASGW Expo 
and Annual Meeting allows 
wholesalers the opportunity to 
continue building relationships 
with manufacturers. 

“Wholesalers support independent firearms retailers by helping 
to educate them. If we can provide good support in the two-step 
distribution channel, information on products and expectations of 
support to the retail customer and help dealers sell their product, 
we’ll all be successful,” he said. 

According to Brownell, attending the NASGW Expo and 
Annual Meeting allows wholesalers the opportunity to continue 
building relationships with manufacturers. 

“Attending the NASGW Expo gives our members the chance 
to have meaningful conversations with the manufacturing base. 
You can plan out the next year with very little distractions or clut- 
ter, unlike the big production shows,” he said. “It’s a very focused 
event: with a focus on inventory planning and sales programs. We 
encourage all wholesalers to attend, so they can find out the new 
programs and incentives for selling product in the coming year.” 

Honoring Companies 

NASGW Opened the 41st Expo and Annual Meeting with its 
10th Annual Awards Reception and Dinner. Over 450 members 
celebrated the opening of the event in the Little Rock Marriott’s 
Grand Ballroom. Chris Cox, executive director of the NRA’s Insti- 
tute for Legislative Action, was the featured speaker. 

Richard Lipsey, chairman of Lipsey’s EEC, was honored as the 
first recipient of NASGW’s Lifetime Achievement Award for his 
50 years of service to the industry. Lipsey has served in a variety 
of leadership roles in organizations both inside and outside the in- 
dustry, as well as founding charitable and industry support groups 
to provide leadership and growth. 

“Richard is well known for his optimism, enthusiasm and gen- 
erosity. We’re honored to have him as our first recipient,” said Kent 
Williams, outgoing NASGW director. 

NASGW Leadership Awards are presented to the association’s 
distribution members that best demonstrate a commitment to two- 
step distribution and provide value and service to customers. 

Leupold & Stevens was honored with the Optics Manufacturer 
of the Year award for the fourth year in a row. 

“To be recognized by our distribution and specialty retail part- 
ners is an honor, and one we deeply appreciate. They provide a 
perfect avenue to reach our core hunting and shooting customers 
throughout the country,” said Bruce Pettet, Leupold & Stevens 
president and CEO. 



(Top) Richard Lipsey, chairman of Lipsey’s, was the first recipient of the 
NASGW Lifetime Achievement Award for his 50 years of service to the 
industry. His wife, Susan Lipsey, and daughter Laurie Lipsey Aronson, 
Lipsey’s president and CEO, presented this honor. (Below) Meetings at 
Birchwood Casey, Black Rain Ordnance and TRUGLO booths show busi- 
ness being done at the expo. 
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For the sixth year in a row, Birchwood Casey was selected as 
the Accessories Manufacturer of the Year. 

Homady Manufacturing was named the Ammunition Manufac- 
turer of the Year for the fifth consecutive year. 

“We’ve worked very hard to produce high quality products and 
we are honored that our ammunition has been recognized for the 
fifth year in a row,” said Renae Waltemath, Homady director of sales. 

Sturm, Ruger & Co. was recognized as the Firearms Manufac- 
turer of the Year for the eighth year in a row. 

“We focus on marketing promotions and communication tools 
that will benefit distributors of Ruger firearms — as we recognize 
strong wholesaler support and cooperation are vital to our success,” 
said Mike Fifer, Ruger CEO. 

NASGW also presented Excellence in Manufacturing Awards. 
Burris was recognized for Excellence in Optics. 

“Our goal is to produce innovative products that offer value to 
the consumer and profitability to our retail partners,” said Patrick 
Beckett, Burris VP of sales, marketing and business development. 

Eor the third consecutive year, the Excellence in Accessory 
Manufacturing, Ammunition and Eirearms awards went to Crim- 
son Trace, Winchester Ammunition and Clock, respectively. 

The 2014 Innovator of the Year was presented to O.E. Mossberg 
& Sons, for the second time in three years. 

“Recognition for developing the most innovative products is a 
tremendous honor, particularly when this acknowledgement comes 
from our customers,” said Tom Taylor, Mossberg senior VP of sales 

(Top) NASGW awarded a grant of $20,000 to HAVA, one of four grants 
given at the Awards Reception. (Bottom) Ruger CEO Mike Fifer (second 
from right) accepted the company’s eighth straight Firearms Manufac- 
turer of the Year award. 
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and marketing. “Developing, manufacturing and marketing the high- 
est-quality, leading-edge firearms is the focus of our entire team.” 

First-Time Awards 

NAS GW introduced two new leadership awards at the reception. 

The Importer of the Year award was presented to IWI US. 

“We will honor this award by continuing to offer the highest 
quality and most advanced products available from our parent 
company IWI Ltd,” said Michael Kassnar, IWI US VP of sales and 
marketing. 

Eagle Imports was recognized for Excellence in Imports. 

“We’ve been in business for 26 years importing high-quality 
firearms at an affordable price from manufacturers worldwide, so 
it’s a great honor to be the first recipient of the NAS GW Excellence 
in Imports award,” said Michael Sodini, Eagle Imports president. 

in Support Of The Industry 

NASGW also announced grants to four industry nonprofit orga- 
nizations. At the time of the expo, NASGW had donated $200,000 
in support of the industry in 2014. 

NASGW awarded a grant of $25,000 to the Congressional 
Sportsmen’s Eoundation, which promotes, protects and advances 
the rights of hunters and anglers. A $10,000 donation was present- 
ed to the Youth Shooting Sports Alliance (YSSA). 

New organizations receiving grants from NASGW were the 
Rocky Mountain Elk Eoundation and Honored American Veterans 
Afield (HAVA), who each received a $20,000 donation. 

Eurther exhibiting its support of the industry, NASGW became 
the first silver sponsor of Project ChildSafe in late 2014, with a 
$30,000 contribution to NSSE. 

“NASGW’s generous donation will help Project ChildSafe 



IWI US was recognized as the Importer of the Year. Michael Kassnar 
(center), IWI US VP of sales and marketing, accepted the award. 


grow and continue to spread the message of ‘Own It? Respect It. 
Secure It.’” said Steve Sanetti, NSSE president and CEO. 

NASGW also supports outreach programs, such as Eirst Shots 
and the NR A. 

“Through membership and fundraising, we’re supporting 
organizations that get customers out into the field and shooting 
range. It’s healthy and safe,” Brownell said. 

Mark Your Calendars 

This year’s 42nd NASGW Expo & Annual Meeting will be 
held Oct. 27-30 at the Ernest N. Morial Convention Center in 
New Orleans, La. ® 
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NEW PRODUCTS 


DEMBB, BWlUaX SIUES WITH THESE PfnOIICISI 

Shooting Industrys New Product section is designed to help dealers increase sales by 
highlighting the latest products to hit the market from a variety of manufacturers. 

If you’re a manufacturer, importer or distributor with a new or updated product available 
to distributors or dealers, send the product information to us by providing a press 
release and a high-resolution image. If you have a new line of products available on 
a thumb drive or CD, mail it in. Product submissions are printed on a space-available 
basis at the discretion of the editorial staff. 


Email to: 

editor@shootingindustry.com 

joe.garcia@fmghq.com 

or mail to: 

SHOOTING INDUSTRY MAGAZINE 
12345 World Trade Dr. 

San Diego, CA 92128 

V J 


Visit www.shootlnglndustry.com/index to view every company and product featured by FMG Pubiications. 
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Magnum Research Inc. 


( 218 ) 746-4597 

www.shootingindustry.com/company/magnum-research-inc 

The stainless steel, full-sized Desert Eagle 1911 
DE1911GS features a 5.05-inch barrel, 8.625-inch 
overall length and a slide width of 1 .28 inches. The 
slide thickness measures 0.92 inches and features a 
trigger reach of 2.77 inches. The grip has front strap 
checkering at 20 lines per inch, a high-profile sculp- 
tured rear sight and is drift adjustable for windage, 
with a pinned-in, white-dot front sight. It is shipped 
with two eight-round magazines. 
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ThermaCELL 


( 866 ) 753-3837 

www.shootingindustry.com/company/thermaceii-heated-insoies 


ThermaCELL ProFLEX Heated Insoles feature heat 
sensors to maintain consistent temperature up to five hours 
per charge, have a remote control, three temperature set- 
tings and a custom fit. The insoles feature USB or wall charg- 
ing capabilities, are highly water-resistant, are created with 
Polyurethane foam and include a rechargeable, removable 
battery. 



Steel Will Knives 


r 


( 718 ) 575-1801 

www.shootingindustry.com/company/steel-will-knives 
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The BRUISER 500 knife features a K1 10 steel blade, G10 textured handle, a textured 
plated design and flat silhouette for solid grip during wet operations. This knife opens 
quickly, securely fastens with a liner lock and has a dual-purpose flipper. With a blade 
length of 4 inches, the knife measures 9.5 inches when opened. 



r 

12 Survivors 


r 

( 817 ) 225-0310 



www.shootingindustry.com/company/ 

12-survivors 

The 12 Survivors F&F (Fish and 
Fire) Emergency Kit is a pocket- 
sized emergency kit with 15 items 
all wrapped up in a single bundle, 
including 30-plus feet of fishing line, 
one alcohol pad, two hooks, a flint 
rod, two floats, a small knife blade, 
two swivels, tin foil, two weights, tin- 
der and seven feet of paracord. 
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BLACKHAWK! 


r 


( 757 ) 436-3101 

www.shootingindustry.com/company/ 

biackhawk 


1 


The Black Ops V2 boots feature 
a cordura and abrasion-resistant 
leather upper with a tough Vibram 
outsole. A high-abrasion-resistant, 
non-woven "back counter" rein- 
forcement inside the heel provides 
added support and durability. 
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CAA Command Arms 


Leopold & Stevens 


r 


r 


( 215 ) 949-9944 

www.shootingindustry.com/company/caa-command-arms 


The MAGIO 10-round .223 magazine features 
a polymer buttstock and designed for users who re- 
quire a low-profile magazine without the extra length 
and weight of a 30-round magazine. It features a cor- 
rosion-resistant steel spring, non-tilting follower and 
an oversized base for quick extraction and handing of 
the magazine while providing extra drop protection. 
It fits any AR-1 5/MI 6 or M4 Carbine. 
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Fallkniven 


r 


( 469 ) 215-4422 

www.shootingindustry.com/company/fallkniven 


The Model PC is a lightweight folding knife — the blade is made in laminated 
Cobalt Special Steel and locked in place using a liner lock. The fiberglass-reinforced 
Grilon handle is internally lined with stainless steel. The pivot is fixed with greaseless 
Teflon bearings and can be tightened or loosened with a Torx T1 0 screwdriver. This 
knife is ambidextrous, with nail notches on either side of the blade. It has a total 
length of 6.85 inches and a blade length of 2.87 inches. 
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' ( 503 ) 526-1403 

; www.shootingindustry.com/company/ 

[ ieupoid-stevens-inc 
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The Mark 6 Throw Lever al- 
lows for fast magnification adjust- 
ments, even when wearing gloves. 
The Mark 6 clamps over the mag- 
nification adjustment ring on Mark 
6 riflescopes to provide a point of 
traction. It is exclusively available 
through Alamo Four Star. 



LENSPEN 


! ( 604 ) 681-6472 

j www.shootingindustry.com/company/ 

; ienspen-parkside-opticai-inc 


1 



Peeps is an all-in-one cleaner 
for eyeglasses and sunglasses. First, 
clean the lens with the retractable 
goat-hair brush to remove any dust 
or potentially abrasive particles 
from the lens surface, then slide 
out the arms and clean both sides 
of the lens surface with smooth cir- 
cular motions of the carbon-infused 
cleaning tips. The cleaning tips and 
pads feature an Invisible Carbon 
compound. 
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Rock Island Armory 


( 775 ) 537-1444 

www.shootingindustry.com/company/rock-island-armory 

The 2011 Tactical Compact pistols come 
in .45 ACP and 9mm versions. The models both 
feature a full Picatinny tactical rail and dust cover 
along with an ambidextrous safety, combat ham- 
mer and extended beavertail for optimal recoil 
control. 
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PowerTech 


( 866 ) 258-9090 

www.shootingindustry.com/company/powertech 

The Smith & Wesson branded, auto- 
adjusting Solstar Smart Light headlamp 

features automatic and manual adjustable 
brightness. It uses hands-free Distance 
Seeker Sensor technology and features a 
185-lumen white CREE LED and two red 
Nichia LEDs. It features interior double 
ridging to allow for use in extreme heat or 
wet conditions, a dual-button system and 
a lightweight impact-resistant body. 


1 



Battenfeld Technologies 


( 573 ) 445-9200 

www.shootingindustry.com/company/ 

battenfeld-technologies-inc 

The Platinum Series Rotary Tumbler features 
small stainless pins to penetrate inside cases and 
into primer pockets, a large volume drum that holds 
up to 1,000 pieces of .223 brass and a molded-in 
rubber lining to protect brass and dampen noise. 
A built-in timer can be set to run up to three hours, 
shutting off automatically. The drum features clear 
end caps for visibility and an included set of sifting 
caps. Five pounds of 304 stainless media pins and a 
sample packet of Frankford Brass Cleaning Solution 
are included. 
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Bullseye Camera Systems 


( 541 ) 357-7035 

www.shootingindustry.com/company/bullseye-camera-systems 

The Bullseye AmmoCam Sight-In Edition is a 

fully self-contained target camera that weighs five 
pounds. Set the unit downrange, flip the switch on and 
start shooting. The system is weather resistant, has a 
12-plus hour battery life and supports iPhone, iPad, 
Android Devices and Windows-based laptops. It allows 
multiple users to connect to the system to track shoot- 
ing progress. 
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Attention FFL Gun Dealers 

Looking for the Popular Ffi-Point Pistols 
& Carbines? Then you only need to look 
at one wholesale distributor. . . 

Independent Sports Supply (ISS) 


No distributor carries more Hi-Point guns 
and accessories than we do. 

Big or small every gun dealer is treated the same 
at ISS. Our philosophy from day one has been, 
"Everybody counts or nobody counts". 

What Separates ISS from Other 
Wholesale Distributors? 

• We don't allocate guns. 

• Orders shipped when promised, in most cases 
the same day the order is placed. 

• No minimum order. 

• Receive customer service second to none. 

We Are Also a Proud Distributor of These 
Other Fine Gun Brands... 

(BERSA) 

ByCilORI 

'r 




BLACK ACES TACTICAL 


.it (3 mm 


If you have questions or would like to place an order 
with us just call: 1-877-395-4867 or visit our website 

www.independentsportssupply.com 
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#BAre You 
Prepared? 

Everyone is vulnerable to some 

SORT OF CATASTROPHE. 

American Handgunner Survive 
Special Editions can help you 

MAKE IT THROUGH THE UNEXPECTED. 

When your thoughts begin with 
"What if make sure you have 
THE ANSWERS TO SURVIVE 
ALMOST ANYTHING. 

Choose from our print edition for 
$9.95 or our digitai edition for $4! I 

(Outside the U.S., $24.95 for print edition) f 

Order now before they’re gone! 
mm.amencanhanilgunnef.com 

1 - 888 - 732-2299 


(Subscribe to SI DIGITM 


48 FEBRUARY 2015 


www.shootingindustry.com 






Continued from page 50 


POF Rewards Counter Sales Staff 


Patriot Ordnance Factory (POF) has 
launched a new program to reward those 
who sell POF firearms. More directly, “POF 
Rewards — Train, Sell, Reward” rewards 
the counter salesperson. 

“In a gun shop, there’s ‘Suzie’ at the gun 
counter who sells the gun. Of course, there 
is ‘Joe’ who owns the gun counter. There’s 
also a sales rep. Now, Joe and the sales rep 
make money on those POF guns. The only 
person not making money out of this deal 
is Suzie. This program changes that,” said 
Monica Sipp, POF national director of sales 
and marketing. 

The goal, of course, is to move more 
POF firearms. 

“The more successful Suzie is, the bet- 
ter off the store owner is and, of course, that 
helps us. The counter salesperson is the one 
we need to train; the one we need to moti- 
vate,” Sipp said. 

To qualify for the program, a store must 
be registered as a POF Stocking Storefront. 
Counter salespersons earn points by regis- 


tering on the program’s website, and com- 
pleting a series of onhne training courses. 

“We have interactive training, which 
includes videos, available on all POF prod- 
ucts. When a salesperson completes a train- 
ing course and takes a short multiple-choice 
question test, they earn points. Once they 
compete all the tests, they are eligible to 
earn points for every POF gun they sell,” 
Sipp said. 

Those points can be redeemed for POF 
firearms, parts and gear. The program also 
has a consumer section, which offers cus- 
tomers an opportunity to earn points that 
can be used to purchase POF parts and gear 
(no firearms). 

“This will motivate consumers to go into 
guns stores and ask about POF guns, and that 
helps Suzie earn more points,” Sipp said. 

“For more information on the rewards 
program, call Monica Sipp: (623) 570-5523, 
email: monica@pof-usa.com. 

Visit rewards.pof-usa.com 



Beretta USA Film Reveals Artistry 


What does it take to build a Beretta 
premium shotgun? The Beretta USA short 
film “Human Technology” reveals that 
crafting such a firearm demands a com- 
bination of technology and skilled human 
touch. 

“Parts of it look like science fiction, 
but it’s all real,” said Ryan Muety, Beretta 
USA VP of marketing. “We wanted to cap- 
ture a sense of what lies both above and 
below the surface of our premium guns, 
and share this powerful experience with 
viewers.” 

Viewers, Muety says, will be surprised 
at the extent of technological innovation 
that underlies the artistry of our guns. 

“Of course, there is also the human ele- 


ment. The viewer is brought close to actual 
Beretta premium-gun artisans, with their 
expressiveness and the movements of their 
hands telling a story of tradition and pas- 
sion going back centuries,” Muety said. 

The short film premiered at an invita- 
tion-only event in New York City in De- 
cember. If you didn’t get an invitation, you 
can still view the artistry on Beretta USA’s 
website. ® 

ERETTA 

Visit WWW. beretta. com/en-us/human- 
technology 



SHf^bxiNG SEARCH 


HIRE RIGHT 

(Don't Hire Twice.) 


Key employee search firm 
for the shooting, liunting, knife, 
LF/tactieai and outdoor industry. 

Employer paid fee. Candidate contact 
welcome, confidential, free. 


Shooting Search, Inc* 

1740 Lake Markham Rd. 

Sanford, FL 32771 
407-321-5S22 (phone) 
407-320-80S3 (fax) 
email: search @shootingsearch,com 
ww w. shootingsea rch .CO m 



ADVIAHTACe TACTICAL TIGHT 


THE PROBLEM SOLVING SIGHT! 


Vendor Support Package 
Easy Ordering 

a d V a n t a ge t a c t i ca 1 . CO m 
advantagetactical.com/vendor-iQfo/ 

310 - 316-6413 



Check out our Facebook for 
more industry news, content 
and special features. 
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Russ Thurman 


INDUSTRY WATCH 


Firearm Sales Up At 2014 Close. Profits? 


The industry closed its 2014 firearm sales on a positive note 
— at least in the number of units sold. The major question: “Were 
there profits?” 

In December, NICS conduced 1,624,524 (NSSF-adjusted) 
background checks, making it the second highest December in the 
history of the system. The highest December was in 2012, when 
NICS conducted 2,237,731 (NSSF-adjusted) background checks. 

The December 2014 number was a 7.5 percent increase over 
December 2013 when NICS conducted 1,510,529 (NSSF-adjust- 
ed) checks. 

For all of 2014, the year ranks as third highest in number of 
NICS background checks conducted, with a total of 13,090,383 
(NSSF-adjusted). The 2013 business year still ranks number one 
in background checks with 14,796,872, followed by 2012, with 
13,780,285. 

Given the dramatic drop in firearm sales in early 2014, it’s re- 
markable the year ended as well as it did. For the first nine months 
of the year, the number of NICS background checks fell below the 
corresponding months of 2013. For January through September, 
the number of NICS background checks decreased 17.5 percent 
compared to the same period in 2013. The most staggering drop 
occurred in January with a 46 percent decrease compared to Janu- 
ary 2013. 

In October, the industry posted its first increase (-1-5.5%) over 
a corresponding 2013 month. This was followed by a 1.7 per- 
cent increase in November and the 7.5 percent in December. The 
November increase was pushed by the highest number of back- 
ground checks conducted on a Black Friday, with NICS process- 
ing 175,754 transactions. 


Good Numbers, Yes. Profits? 

The number of firearms sold during the close of 2014 is a 
major boost for the industry, primarily because it moves product 
through an overburdened pipeline. Reducing excessive inventory 
and “right- sizing” product fiow are major goals in stabilizing 
sales throughout the supply chain. 

However, while December closed with an upswing in firearm 
sales, it did not mean all dealers saw profits. 

“The month was weak for many dealers as the ‘race to the 
bottom’ on pricing — due to over-bulging inventories — is still 
going strong. Dealers who had increases in sales are just eking 
it out, as far as net returns go. Many will show net losses due 
to this issue,” said Miles Hall, H&H Shooting Sports founder, 
president. 

Hall, who coordinates a network of P-20 Performance Driven 
Dealers, said there were exceptions to low profits. 

“Showing double-digit growth were nine states; the biggest 
was Illinois at 61 percent, as the drive for concealed carry is still 
very strong. Missouri and some of the surrounding states all felt 
the bubble from unrest in Ferguson. California was strong with 
18.5 percent growth,” Hall said. “The most consistent news from 
dealers was safety classes and private lessons for new shooters 
are at all-time highs.” 

Other dealers also report an increase in customers, many of 
then new shooters or those who bought firearms in 2013, and are 
now returning to make purchases beyond “just the gun.” That’s 
good news, despite the thin margins, as the industry distances 
itself from 2014 and establishes firm footing for growth and 
profits. 


NICS BACKGROUND CHECKS: NSSF-ADJUSTED JAN. 2012-DEC. 2014 


YEAR 

JAN. 

FEB. 

MARCH 

APRIL 

MAY 

JUNE 

JULY 

AUG. 

SEPT. 

OCT. 

NOV. 

DEC. 

TOTALS 

2012 

920,840 

1,266,344 

1,189,344 

931,660 

840,412 

846,437 

853,355 

1,042,924 

1,007,259 

1,118,994 

1,525,177 

2,237,731 

13,780,285 

2013 

1,790,154 

1,634,309 

1,501,730 

1,185,231 

974,457 

872,025 

855,259 

1,016,559 

1,034,701 

1,113,818 

1,308,100 

1,510,529 

14,796,872 

2014 

970,510 

1,264,010 

1,224,705 

988,726 

877,655 

805,571 

816,588 

989,337 

1,024,272 

1,174,797 

1,329,688 

1,624,524 

13,090,383 


NSSF removes NICS purpose codes used by several states for CCW application checks and other purposes. The removal of this data provides a more accurate report 
of background checks conducted for the purchase of firearms. Visit www.nssf.org/research. 


Smith & Wesson Jumpstarts Accessories Division 


Smith & Wesson firearm sales dropped in 2014, mostly during 
the latter part of the year, as they did for other major manufactur- 
ers. The decrease, however, did not derail the plans of Smith & 
Wesson Holding Corp. to expand its business portfolio. 

In mid-December, the company announced it had completed 
the acquisition of Battenfeld Technologies for approximately 
$130.5 million. 

“Battenfeld Technologies provides us with a unique opportu- 
nity to acquire a thriving company that fits perfectly within our 
core firearm business. It also allows us to move more strongly 
into the hunting vertical as well as establish a strong platform 
for growth in our existing firearm accessories business, which 
has been a small but highly profitable part of our company,” said 
James Debney, Smith & Wesson president and CEO, said. 


The acquisition, Debney says, provides a “solid framework” 
for the company’s new accessories division. 

“Our intention is that eventually all existing Smith & Wesson, 
M&P and Thompson/Center Arms accessories will be housed 
within this new division. As we continue to expand further into 
the hunting category, we expect that our accessories businesses 
will benefit from Battenfeld Technologies’ sourcing and distribu- 
tion efficiencies and established expertise in new product devel- 
opment,” Debney said. 

Visit www.smith-wesson.com 
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Introducing the Impact Sport Collectioh 


ELECTRONIC EARMUFFS - Amplify 
Sounds 4X and Block Hazardous Noise 

FEATURING: 

• Sleek, slim ear cup design - NRR 22 

• Water resistant 

• Connects to MP3 players, 
smartphones and scanner radios 

• BATTERIES INCLUDED! 

4-Hour shut off extends battery life 



Impact 

Sport 


Impact Sport COLORS 
TEAL 



HOWARD 

LEIGHT 



Impact Sport 



Honeywell 





